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> Slow Progress 


Is made by antiquated vehicles of 
traveling and advertising. In the 


» STREET CARS 


Of to-day you get there quick and 
your advertisement is always ‘‘ get- 
ting there,” as it can’t be dodged or 
thrown aside. It’s constantly in 
evidence. Write us for rates and 
list of cities. 
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GEO. KISSAM & CO. 
253 Broadway, &* New York. 
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Local Happenings 


Interest All the People 
Of the Town 


Be they permanent residents or summer visitors. 
The local paper is where these local matters are to 


be found. 
It is the most faithfully read publication in existenee. 
There are 1,600 local papers on the Atlantic Coast Lists. 
62 per cent are only papers in their towns, 


Located in New England, Middle and Southern States. 
One order, one electro does the business. 


ATLANTIC COAST LISPS, 
134 Leonard St., New York. 
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THE OLDEST LIVING GENERAL 
AGENT. 


THE FIRST SINGER ADVERTISEMENT 
AND OTHER ANCIENT MATTERS, 


It is seldom indeed that Mr. Law- 
rence Burke is willing to dilate upon 
matters advertising, for publication. 
Mr. Burke occupies a unique position 
in relation to these matters. Onlythe 
veterans of the trade know him, and 
some of these only by reputation. Yet 
this is not because he failed to occupy 
a prominent position. In the early 
days of Palmer and Hooper, he figured 
to the full as prominently as these, 
with only this distinctive difference— 


he deprecated self-advertisement, and 
sought and succeeded in eliminating 


the personal equation. And to this 
day, now a man of advanced years, he 
pursues the same policy. 

As early as 1846, in the days of Poe, 
Willis, Griswold and Morris, Mr. 
Burke, then a young stripling, became 
associated with the daily press of this 
city. It was two years later that he 
began in the advertising field as an 
agent, and as he was of a literary turn, 
he combined the placing with the 
writing of advertisements. He enter- 
tains no exalted opinion of his con- 
temporaries, and never allowed him- 
self to be thrown into much contact 
with them. He inveighs to-day still 
against one of the abuses of a latter 
day, as he calls it—the division of 
commissions. 

‘**T did not slouch into offices with 
a rakish tip to my hat and a cigar in 
my mouth,’’ says Mr. Burke, referring 
to the agents of to-day. 

Mr. Burke’s business largely lay 
among the banking houses and similar 
lines. He did little among medical 
houses. He started Mr. Singer, the 
inventor of the Singer Sewing Machine, 
as an advertiser, and claims to have 
written the first sewing machine ad- 


vertisement. His description of this 
episode is quaint : 

‘*T had never met Mr. Singer. I 
came in one morning and stated my 
business. He was rather a rough and 
uncouth man. He wore on that occa- 
sion a white vest. He had a perpen- 
dicular slit between the button-holes 
for his watchchain. He listened to my 
story, and reaching his hand into his 
pocket, drew out a $10 bill—a larger 
amount then than to-day—saying : 

‘* «Take this, young man, and see 
what you can do for me for it.’ 

‘*T returned in a few days showing 
the result, and with an accounting. 
This seemed to be so satisfactory that 
he turned to his bookkeeper, saying : 

‘**T wish you two would run this 
end of the business for me.’ 

‘‘By arrangements this was done, 
the advertisements running as high 
sometimes as $1,500 to $2,000 a week, 
and often the account was prepaid. 

‘*T had many an opportunity to go 
into business on the most favorable of 
terms, but I always preferred to go it 
alone. Mr. J. H. Bates desired my 
co-operation, and the predecessor of 
Mr. Munn, at the inception of the 
Scientific American, wished me to buy 
an interest, too. Mr. Robert Bonner 
also wished me as a partner when he 
first started the New York Ledger. My 
books show, among other customers, 
the rest of the then existing sewing- 
machine manufacturers, Grover & Bak- 
er, Finkel & Lyon and Ladd & Webs- 
ter.” 

To these interesting facts, Mr. W. 
J. Carleton adds a few recollections of 
Mr. Burke ‘‘At the time I had my 
office in the old Times Building, Mr. 
Burke, whom I frequently met, had 
for many years had a desk in the office 
of The Evangelist, on the present site 
of Temple Court. He had already 
built up a gilt-edge business, and was 
then, as ever, intensely conservative. 
Mr. Burke is the only man, I believe, 
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who never shared any portion of his 
commissions with his customers. I 
have no doubt that owing to this in- 
flexible rule and obedience to high 
principle, he lost a great many custom- 
ers. But theevent, I think, has proved 
satisfactory, for in the end I cannot help 
thinking he may be as well off, and he 
has certainly retained the respect of 
his friends and customers. 

‘*Mr. Burke used to be a member 
of the Old Guard, and on parade days 
it was not unusual for him to come to 
his office in his regimentals, creating 
quite a sensation, for he had a pro- 
nounced military bearing. 

‘The strangest fact of his business 
career to me, was that he never, in all 
the years that I knew him, worked in 
conjunction with an associate or an 
employee.” ° 

The Rev. Dr. Henry M. Field, 
editor of The Evangelist, in whose of- 
fices Mr. Burke for many years had a 
desk, retains a most warm feeling of 
friendship and respect for him, and en- 
thusiastically endorses all the pleasing 
recollections which his name evoked, 
when it was mentioned to Mr. John H. 
Dey, also of The Evangelist: 

‘*T never met a more honorable man 
in all the relations than Mr. Lawrence 
Burke. He had only one code, and 
he carried this into practice in his busi- 
ness as well as his social relations. 
The word ‘ punctilious’ best describes 
his attitude to others. He never com- 
promised. He was the most ‘depend- 
able’ of men. I cannot lay too much 
stress upon this quality of his, for 
every time I think of Mr. Burke, I am 
filled with enthusiasm. I know—and 
you can best judge of the admirable 
quality of his character by this—that 
he has paid out thousands of dollars 
from his own pockets to make up for 
defaults on the part of his clients, 
never questioning his duty in the mat- 
ter. When Lawrence Burke made a 
contract, there never was a doubt as 
to its payment, no matter for whom it 
might have been assumed. 

“Mr. Burke came from an old family 
—indeed he is of Revolutionary if not 
Colonial stock. I believe his father 
was an officer of the war of 1812. His 
brother I know held rank in the regu- 
lar army. Mr. Burke is a native of 
Saratoga County. He wasa very popu- 
lar society man, witty, brilliant and a 
splendid conversationalist. Add to 
these scholarly tastes and a lofty char- 
acter and you can appreciate why he 


made such a success. Among his cus- 


tomers were counted such representa- 
tive houses as the Gorham Manufact- 
uring Co. and Chickering & Sons. 
Mr. Burke has been a life-long invalid, 
although in appearance of military 
bearing.” 


J. W. SCHWARTZ. 
PAPERS OF MORE THAN 5,000 
CIRCULATION. 


The 1,169 newspapers appearing in 
the American Newspaper Directory, 
to each of which is given a circulation 
of 5,000 and over, are distributed 
among the States as follows : 


No. of 
Papers. 


Combined 
Circula- 
tion. 
20,000 
27,859 
484,035 
101,100 
66,068 
75231 
343,408 
214,346 
2,520,438 
398,653 
2745544 
163,471 
268,454 
531543 
1,530,879 
162,500 
2,045,008 
592,726 
4751456 
7,500 
1,644,884 
14,310 
149,550 
339304 
125,591 
8,205,321 
13,400 
6,000 
2,209,768 
18,034 
41099,964 
74,000 
7,500 
237,472 
188,843 
20,185 
58,900 
12,586 
4331497 
27,310,328 
689,369 


27,999,697 


District of Columbia.... 
Georgi 

PEEsccne escosesovese 
Indiana 


Michigan 

Minnesota 

Mississippi. .......---. 
Missouri 


New Hampshire 

New 

New : 

North Carolina 

North Dakota 

Ohio 

Oklahoma 
Pennsylvania..........- 
Rhode Island 

South Dakota........... 
Tennessee 


Virginia 
Washington 
Wisconsin 


Canada. 
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THE ‘*MONEY BACK” IDEA. 

The ‘‘ your money back if you want” idea 
is growing rapidly in favor with leading mer- 
chants, particularly with department store 
merchants, and in time will be as common- 
place a feature of business as it is exceptional 
to-day. Already its growth is noticeable in 
the advertising columns of the newspapers 
and it will continue to grow. Live merchants 
will find it a paying policy to advertise it 
now while it 1s the exception, rather than 
wait until it is the rule and therefore no 
special attraction.—Shoe and Leather Ga- 
sette. 
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THE HYGEIA HOTEL. 


110W A BIG HEALTH RESORT IS SUC- 
CESSFULLY ADVERTISED. 


Hotel and resort men have been 
telling me for years that more ‘money 
is spent advertising the Hygeia Hotel 
at Old Point Comfort, Va., than any 
other health and pleasure resort in 
America. When I landed here I 
thought the most interesting thing to 
do was to learn how this money is put 
out. I found Mr. F. N. Pike, the 
lessee of this property, in his office on 
the second floor immediately over the 
hotel’s big office and lounging room. 
He was surrounded by a pile of news- 
papers, magazines, periodicals, line and 


INK. 5 


‘* Legitimate newspaper and maga- 
zine advertising.” 

‘* What publications do you mse?” 

‘*Almost every high-class, clean 
publication, with a recognized circula- 
tion, east of the Rocky Mountains. Of 
course, as this is an all-the-year resort, 
I have to change my field with the dif- 
ferent seasons. During the summer 
my advertising consists largely of : 
general announcement of our openin. 
in the Virginia, North Carolina, Ken- 
tucky, Georgia, Tennessee, Maryland 
and Ohio papers. I use the hotel 
trade papers and the society and re- 
ligious papers all the year. I get much 


advertising in summer from the rail- 
They publish handsome mat- 


roads. 





HYGEIA HOTEL 


OLD POINT COMFORT, VIRGINIA 


and full of life-giving ozone. New sanitary plumbing and all the comforts of 


the modern home. 


CASTALIA SPRING WATER, one of the purest 
waters known, supplied to guests without charge 
of F. H. SCOFIELD, 1 Madison Ave., N. Y. 


Circulars may be had 
F. N. PIKE. 





half-tone cuts and copy for advertise- 
ments, 

‘“Yes, I am my own advertising 
man. I consider this the most im- 
portant end of my business, therefore 
I take it into my own hands. I write 
and arrange my advertisements but I 
do not place them. With the aid of 
Rowell’s Newspaper Directory I make 
up my list and then send the copy to 
an agency. The agency gets a better 
rate and saves me an enormous amount 
of correspondence. For years I did 
my advertising direct, but I have found 
it more satisfactory to deal with a big 
agency.”’ 

‘* What brings the best results in the 
resort business ?”’ 


ter and circulate it thoroughly, telling 
of excursions to Old Point Comfort, 
including my special rates for summer 
guests.” 

‘*Then you believe in naming your 
rates in advertisements ?” 

‘* Most assuredly in my summer ad- 
vertising, but not in advertising for 
winter and spring patronage. I am 
convinced that the business man of the 
South and West must be told exactly 
in dollars and cents how much he must 
pay per day, week or month before he 
will come or send his family to any 
resort. A test was made by placing 
the same advertisements in mediums 
of the same class and of about the same 
circulation, one containing rates and 
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the other written in a general way 
without figures. The general adver- 
tisement only brought two letters, while 
the definite advertisement brought 
thirty-one letters.” 

‘*You don’t mention rates for win- 
ter trade?” 

‘*Never. The Northern pleasure- 
seeker cares but little about rates. His 
first inquiry is after the healthfulness 
of the place, then about the cuisine, 
music, society, sports, etc. If you can 
show him that these things are on 
hand, he’ll come and stay regardless 
of the rates. He goes where he can 
regain his health.”’ 

“* What do you generally say in your 
advertisements ?” 

‘*T always start off with that truth 
that ‘Old Point Comfort stands un- 
rivaled to-day as a health and pleasure 
resort.’ Then I lead off telling about 
the superior location of the Hygeia 
Hotel and of the prominent men and 
women we haveentertained. That’s a 
strong card. People like to go where 
other famous persons have been. Next, 
I talk about the furnishings and the 
baths, always mentioning hot and cold 
sea and fresh water, Turkish and Russ- 
ian baths; the open air pavilions, miles 
of dry walks, excellent drives, good 
sail boats, superb fishing grounds, etc.” 

‘*What’s the best thing to tell the 
Northern tourist about ?”’ 

‘* The strongest feature, I believe, for 
winter business is to tell them of the 
perfect drainage and sanitary arrange- 
ments; then it’s a good idea to bring 
in the cuisine, bringing out strongly the 
sea foods. I also invariably mention 
the fact that this is the site of one of 
the largest military forts in the United 
States, and that the social attractions 
are manifold. Thousands of mothers 
with daughters visit here annually on 
this account. I have observed that 
nothing so pleases the heart of the up- 
to-date maiden as attention from a 
United States army officer in uniform.” 

* To what do you attribute the great 
success of the resort ?” 

‘*More than any other thing to 
judicious, persistent and truthful ad- 
vertising. The Hygeia Hotel was built 
on a small scale, but never amounted 
to much until fifteen years ago, when 
we began spending a lot of money to 
tell the people of the United States 
about it. About every three years dur- 
ing this time we have had to build ad- 
ditions to care for our patrons until we 
have now a 1,000-room house.” 


‘* What is your appropriation ?’’ 

‘* About $20,000 annually.” 

‘*Do you believe in schemes ?” 

‘*No, — All schemes are losers in 
the resort business. The only success- 
ful way is to make your newspaper and 
periodical advertisements so strong 
that they will attract and interest the 
would-be pleasure or health seeker and 
induce him to write for your pamphlet.” 

‘* Where do you get the best results ?”” 

‘‘From the metropolitan Sunday 
papers and from religious papers. The 
Outlook, the Churchman, the Observer, 
the Advocate, the Christian Herald, the 
Intelligencer, of New York, are all good. 
Town Topics and the funny papers 
are fair. The high-class magazines are 
excellent. I heara lot from the Harper 
publications. Leslie’s are good also.” 

‘*How many publications do you 
use ?””’ 

** About 200 regularly.” 

‘** Do you key your ads ?”’ 

‘**Not now. I did for several years 
until I learned what mediums were 
paying. Now I only use publications 
that I know to be profitable.” 

**Do you buy lists to send your ad- 
vertising matter to?” 

‘*Sometimes. Lists of other resorts 
are good. Subscription lists of high- 
class periodicals are also worth mailing 
to when they can be had. All new 
advertising matter is sent to names 
found on our registers from season to 
season. We keep a record of every 
booklet that is mailed and we generally 
hear from about 50 per cent of the 
people we mail to.” 

‘*Do you issue souvenirs ?”’ 

“*Yes, once or twice a year. We 
give one to each guest in the house and 
mail one to each of our former guests. 
This is quite expensive but I believe 
it pays.” 

‘*Ts the resort business improving ?” 

‘*Most decidedly. It is easier each 
year to fill the house. Every dollar 
spent in advertising resorts is that 
much invested in schooling the people 
in going away on annual vacations. 
There was a time when only a few 
people went to Florida and to Califor- 
nia in winter. Now the Eastern cit- 
izen takes his winter vacation as regu- 
larly as he goes to the country or to the 
shore in summer. I believe the day is 
coming when homes will be done away 
with and families who can afford it 
will live from one resort to another 
throughout the year.” 

Sam E. WHITMIRE. 
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Right thinking people have 
always commended the 
course of 
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But never in its history 
has it met with such uni- 
versal approval as at the 
present time. A paper's 
value is judged by the 
character of its readers. 
Every man possessed of in- 
telligence and means reads 
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A PAPIER MACHE MATRIX, 


This is a reproduction of a 
papier mache matrix or impres- 
sion of type. Such a matrix 
can be sent by any advertiser 
to any newspaper that prints 
from stereotypes, and the news- 
paper will then be enabled to 
make its own stereotype. ‘I he 
advantage of such a method lies 
in the fact that it costs only two 
cents to send the matrix by mail, 
while an electro of similar size 
would cost about six times as 
much for carriage. It is said 
that Scott & Bowne assert they 
are saving over $4,000 a year in 
postage alone since adopting this 
method. ‘The saving is not in 
postage alone, fora six-inch sin- 
gle column papier mache matrix 
costs about four cents, while an 
electro of the same size costs 
seven or eight times as much. 
The manufacturers of the pa- 
pier mache matrix assert that its 
use is spreading. They say it 
is difficult to convince advertis- 
ers unacquainted with the me- 
chanical side of newspapers that 
the papier mache is practical, as 
many of them regard it as a 
piece of paper, and scout the 
idea that stereotypes can be made 
with it. Jt issaid that the num- 
ber of small newspapers having 
stereotyping outfits is constant- 
ly increasing in the West, where 
the projectors of newspapers 
usually buy the most modern 
newspaper outfits, while in the 
East many small newspapers 
still depend upon the facilities 
of their fathers. It is conse- 
quently possible to use more of 
these matrices when dealing 
with Western papers than with 
those in the East. 

i 

NEWSPAPERS AND TOWNS. 


You cannot have a good town with- 
out a good newspaper, and with a 
genuine up-to-date paper a town can- 
not long remain obscure and uninter- 
esting. But it does not follow that a 
town is improved by two papers un- 
less it is large enough to support 
them both well. Then it is all right 
enough, and the more papers that can 
be well supported the better, yet the 
moral of all this remains: No town, 
good or poor, can afford to be without 
a good newspaper, and this cannot be 
secured without the helping hand of 
its citizens.—Geo. 7. Hammond, in 
Nebraska Editor. 
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The First 


THE OREGONIAN 
was the first of the 
big papers of the 
West to declare for 
honest meney. 


It has always taken 
an advanced position 
on questions of great 
public import. Its 
readers read it. No 
city of half a million 
people supports a 
fuller newspaper “See ae 
than West of Chicago. 


THE OREGONIAN 











It is the one paper of general cir- 
culation in the Pacific Northwest. 





ITS FIELD 
sn Population 

PORTLAND (Orriciat) + + 81,342 E, G. JONES, 
PORTLAND’S SUBURBS . 17,800 IN CHARGE OF ADVERTISING. 
STATE, Oursive of Portiano 

(approx.) . + + 275,000 soe 
WASHINGTON « - - -,375,000 

100,000 | . * 

WESTERN MONTANA . 90,000 | salaseaaentaieeapatneads 


Sole Eastern Agent: 
BRITISH COLUMBIA . . 100,0 0 ole Eastern Agents, 


— Tribune Building. The Rookery, 
1,039,142 New York. Chicago. 
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A Snappy Illustration * * 
Always Attracts Attention and 


DOESN’T COST MUCH 


I will furnish the suggestion 
or follow out yours—and will 
 *« « HIT THE POINT 
every time. 


ALL ORIGINAL WORK. 





FRANKLIN KING, 


ILLUSTRATOR, 
4 Warren Street, New York. 
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Your Adv, ove 400,000 Homes 


THE LADIES’ WORLD WILL CARRY IT THERE. 
Oct. No. Don’t Miss It. — pubustiers, "°°** “New'vork. 
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Any one of the papers in Kansas City, except the one 
referred to below, and did you get results commensu- 
rate with the outlay? If not, try the 


ansas City Worl 


And you will see the difference in returns at once. It 
is the paper best patronized by the business community 
of that city, and that alone bespeaks its merit and 
influence. Give it a trial, and you will find it is the 


est in the Field 


Daily, exceeding 25,000 
Sunday, “ 25,000 


L. V. ASHBAUGH, Business Manager. 


A. FRANK RICHARDSON, 
Tribune Building, New York, 
a, MONEY 2 Chamber of Commerce, Chicago, 


4 9° 
Poy La’ Red Lion Court, Fleet Street, London. 
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Montreal 
La Presse 


Circulation for July, 1{896—Daily. 


MonTREAL, August 6, 1896. 
Tue S. C. Becxwitn Speciat AGEency, New York: 
Sirs: Please find inclosed a detailed statement of “La Presse” July cir- 
culation. I have the honor to be, yours truly 
: a BE -RTHIAUME, ‘Bro »prietor ** La Presse.” 


July aarrEes July SBs000 +++ +51,928 


2. «+ +52,304 13...-52,212 52,104 
3-0 00§2,427 14...++52,196 5 57,606 52 870 
4-+++57,964 15.+++52,154 oe 9 

_ 16....52,272 $1,227 | 


S006 “ 
6....52,176 17 52,346 ooo 651,158 D | 
7++++52,1909 18 57,936 29....51,360 al y 
8....52,207 19....— 0... - 51,479 


Q- ++ +52,345 20...+51,771 ’ ns Average. 


TO. ce 52,436 21....51,862 - 
IZ... 6S9¢ 975 22...+51,943 Total, 1,427,473 


Bicsesces 21,250 


Weekly | .3:2::::2% 21,190 


re 21,100 


Edition °° Weekly Average. 


Total, 105,950 
Minimum average for 12 months ending June 30, ’96: 


Daily, 51,427. Weekly, 21,920. 


Greatest Daily Circulation in Canada and Lowest Rates. 
NO ADVERTISER IS ASKED TO “GO IT BLIND”’ IN THIS PAPER. 
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“THE PHILADELPHIA ITEM” 


MaclVER PRINTING CO. 
A Big Down-Town Concern Speaks Plainly 


HE Maclver Printing Co., located at 1603 South Eighth 
Street, is one of the biggest concerns of its kind in Phil- 
adelphia. It has proved that a location up-town is not 

necessary to control an extensive trade and that the inducements 
offered to the public to do first-class work, at considerably less 
than up-town “ rental” prices, bring trade of all kinds from 
every part ofthe city. The Maclver Co. are not only first-class 
job, commercial and general printers, but they are also manu- 
facturers of paper bags and boxes, They have shown their 
shrewdness by using The Philadelphia loom frequently as 
an advertising medium, and the following unsolicited testimonial 
indicates how fully they appreciate the splendid results obtained 
through The Item’s extensive circulation : 
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Puita., July 17, 1896, 

Business Manager THE ITEM :—We desire to express our 
appreciation of The Item as an advertising medium, feeling 
assured that it MERITS ALL THE COMMENDATION THAT 
WE CAN BESTOW UPON IT. 

For several years past we have, at frequent intervals, been 
using its columns and have always been able to TRACE 
DIRECT RESULTS. 

Recently we were persuaded into trying another journal (the 
Inquirer), and being desirous of securing another medium as 
remunerative as The Item, we tested it for some time, without 
results, On the contrary, EVERY ISSUE of The Item con- 
taining our ad brought NUMEROUS REPLIES, and nine out 
of ten contained orders for printing. This is the kind of adver- 
tising that PAYS US, and we propose to use it exclusively until 
we are able to find some medium equally effective. 

MaclVER PRINTING CO. 
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Protection 
Is the 
Battle Cry 


And when you spend money for advertising 
you should be protected by extensive cir- 
culation. 


The Chicago 
Dispatch 


Has a larger circulation than all other 
Chicago Afternoon Papers combined, save 
one. It prints and circulates : : 3 


Over 65,000 Copies Daily 


It reaches the masses and is read by all 


classes. 
Not Part of the Time, but all the Time! 


HOME OFFICE, 


115-117 5th Ave, 


EASTERN OFFICE, CHICAGO. 
517 Temple Court, 
NEW YORK. 
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THE GENERAL ADVERTISING 
AGENCIES OF N. Y. CITY. 


CHAS. A. MEYEN & CO. 


The only general advertising agency 
in the country which makes a specialty 


years and none of his kith and kin 
have ever had aught to do with the 
concern. And thereby hangs a tale. 
Mr. Chas Mayne, the sole proprie- 
tor of the agency, was born at Cologne- 
on-the-Rhine in 1847. At the age of 

















CHARLES Maync. 


of placing matter in German papers is 
that of Chas. Meyen & Co., with its 
honorable record of thirty-seven years. 

Chas. Meyen, a gentleman of Ger- 
man birth, established this business in 
1859 under his own name, as it con- 
linues to-day, but he has been dead 27 


© he was brought to America. He re- 
ceived his education mostly in the 
composing-room and offices of the old 
Ge: min New Yorker Demokrat, now 
succeeded by the German Herold and 
New Yorker Zeitung. While still in 
the offices of that publication, he 
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started a German advertising agency. 
Mark the similarity of the two names, 
Chas. Meyen and Chas. Maync. As 
a consequence there was intermi- 
nable confusion, and the two gentle- 
men found it difficult to controi their 
mail. In 1869 they determined there- 
fore to combine forces and adopted 
the style still in use. In the sum. 
mer of ’49, six months after the part- 
nership was formed, Mr. Meyen and 
his wife and a governess in their 
employ were drowned at Southamp- 
ton, L. I. Mr. Maync continued the 
old name because that of Meyen is so 
much simpler and easier of grasp than 
his own, especially to those who do 
not know German. 

The agency has kept apace with the 
times and enjoys as good credit as any 
in the line, a fact of which it is duly 
proud. The volume of its trade is 
considerable, and by its methods it 
has placed itself upon the most solid 
basis. Its offices are in the Tribune 
Building. 

ie ee 

ANTAGONISTIC ADVERTISING, 

By Julius Fitzgerald. 

An extract from the New York Sun, 
published in PRINTERS’ INK of July 
22d, gives a ‘‘new method of advertis- 
ing pianos,” as recently tried in Jersey 
City. It is in the form of an affection- 
ate letter, purporting to come from a 
lady, and addressed indiscriminately 
to gentlemen, married or single. In 
the case quoted the letter was opened 
by a gentleman's wife, who naturally 
felt curious to know who was address- 
ing her husband in such endearing 
terms. The result wasa domestic row, 
and, according to the Szm’s account, 
there were many such in that locality 
from similar causes. 

Thealleged ‘‘ advertisement” in the 
letter was the casual men‘ion of the 
writer's music lessons and the inci- 
dental purchase of a certain piano. 
Looked at from an ordinary business 
standpoint; if I wanted to irretrievably 
damn a thing in the eyes of the public, 
that is about the mode of procedure 
I would use in advertising it. Noth- 
ing, I should imagine, would be more 
effectual in bringing an article into 
obnoxious repute than to attempt to 
advertise it by creating domestic dis- 
cord. The man who promulgated that 
idea must have been insane, that is the 
only charitable way to look atit. Even 
supposing that a person did not know 
the first thing about advertising, the 
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smallest grain of common sense would 
teach that such a method of publicity 
was fatal to the article advertised. Can 
it be for a moment imagined that any 
husband or wife would think of pur- 
chasing a piano that had been the cause 
of, perhaps, their first unpleasantness 
in married life? However unfounded 
the suspicions temporarily created, 
the pain they cause is remembered and 
so is the circumstance that produced it. 

That is about the worst instance of 
antagonistic advertising that I know 
of, but there have been several other 
samples put on record that are not quite 
so bad. One was a newspaper adver- 
tisement reading, ‘‘ Wise women use 
washing powder, silly wom- 
en don’t.” The last three words com- 
pletely killed the ad, and they were 
unnecessary, anyhow. Most women 
like to have their own way about what 
they buy or use, but they resent being 
called ‘‘silly’’ because they don’t 
patronize any particular article. 

It has never yet paid any advertiser 
to be presumptuous or insolent to the 
public, and why anybody can imagine 
it pays baffles my comprehension. You 
can’t successfully solicit patronage by 
being impudent in either speech or 
manner. Would a sensible merchant 
instruct his salespeople to chaff and 
insult customers that came into his 
store? If such conduct wouldn’t pay 
in the store, why suppose that it will 
in the ads, which are so many invita- 
tions to the store ? 

You can’t bulldoze the public when 
looking for its trade. You can’t play 
practical jokes with impunity on peo- 
ple whose pai: »nage you expect. Civ- 
ility is cheap. In an advertisement 
it is essential. To antagonize at the 
outset people whom you wish to make 
your friends isa policy only pursued 
by the short-sighted or the ignorant. 








——_- +o 
A DEAD BARGAIN. 

A merry prelate was the late Catholic bishor 
of Newfoundland. He had a piano of which 
he desired to dispose, and which a friend, a 
Protestant doctor, desired to purchase. Con- 
siderable chaff ensued before the bargain was 
struck at a price which the bishop declared 
ruinously low. The only vehicle in thetown 
which would accommodate the piano was the 
hearse, and in this it was driven to the doc- 
tor’s door, who came to the bishop in high 
dudgeon. 

** Why on earth,”’ he asked, ** did you send 
mv piano home in a hearse ?’ 

The bishop's eyes twinkled as he answered: 

“Why? Oh, because it was such a dead 
bargain.’’—Sacred Heart Review. 

Bicycies seem to have become the “wheels 
of trade,” 
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ADVERTISING A REALTY COR- 
PORATION. 


HOW A NEW REAL ESTATE SCHEME IS 
ADVERTISED. 





The Cass Realty Corporation of 
New York City has been putting out 
some very good advertising matter, 
principally in the daily newspapers, 
during the past twelve months. In 
fact, this corporation has been doing 
business only a little more than two 
years—it was organized in February, 
1894—and yet within that time, it has 
managed to secure a large and growing 
clientage. As the corporation depends 
largely on advertising, it is only fair 
to presume that no small portion of the 
increased business must be attributed 
to the use of printer’s ink. It should 
be stated at the outset that, in this 
article, the writer is interested onl in 
the advertising feature of the corpora- 
tion. He is not concerned with its 
methods, or with its scheme of invest- 
ment. But, in order to understand the 
pith and point of the advertising, it is 
necessary to understand the advertiser’s 
business in this case. 

The Cass Realty Corporation is an 
entirely new kind of commercial en‘er- 
prise. There is nothing like it in New 
York City or, for that matter, in any city 
of the country. The corporation was 
formed for the purpose of investing its 
capital in productive real estate in New 
York City, and of conducting all busi- 
ness incidental thereto. The promot- 
ers claim that New York City real es- 
tate, judiciously bought and managed, 
ranks among the safest forms of in- 
vestment. It is argued that nowhere 
do real estate values rest upon such a 
solid foundation, and nowhere else has 
the appreciation of property been so 
rapid and certain as on Manhattan 
Island. The plan of investment is to 
have every one share according to 
the amount invested. The shares are 
one hundred dollars each, but scrip 
certificates are issued. for sums less 
than $100, and are exchanged for full 
shares when that amount is paid. One 
object is to bring the shares within the 
reach of people of small means. Thus 
the corporation offers to depositors of 
any amount ($1, $2, $3 or $500) an in- 
vestment as shareholders in productive 
real estate in New York City in which 
deposits are invested. The corpora- 
tion buys and improves city property, 
collects the rents and gives its share- 
holders returns, which are placed at 6 


per cent per annuyn. There is a 
‘*guarantee fund’’ for the purchase or 
redemption of certificates, in order to 
enable holders to withdraw all or part 
of their money if they need it. The 
management of the company’s affairs 
is in the hands of the several officers 
and a board of directors. 

This realty scheme owes its origin 
to Mr Charles W. Cass, the president, 
who was the controlling spirit from the 
start. The secretary of the corporation 
is Mr. Chas. W. Kelsey, on whom I 
called the other day. I asked him 
to tell me the story of his advertising. 

‘*The corporation has been adver- 
tising,” said Mr. Kelsey, ‘‘ almost con- 
tinuously for the past year and a half. 
It began in a modest way and on a 
modest scale, but as our business in- 
creased, so did our advertising, and 
the result is that we are spending many 
thousands of dollars. We have just 
bought four tons of paper for our cir- 
culars and pamphlets.” 

‘*What mediums do you use?” 

“*We have used all kinds. In our 
early advertising we used the popular 
magazines — A/unsey’s, Cosmopolitan, 
and others. But we found that they 
did not bring us much business. Some- 
how they did not reach the people who 
are likely to invest in our corporation. 

‘* We have also tried the street cars, 
and bill-board space on the elevated 
road stations. I cannot say that they 
have paid us. As a rule, I ask every 
man or woman who comes in here to 
talk about investing, how or where they 
became interested in our plan of popu- 
larinvestment. In nine cases out of ten 
they say that they have read our ad- 
vertisement in the daily paper, or, per- 
haps, one of our pamphlets. 

‘*The fact is, there is no medium 
that answers our purposes as well as 
the daily newspapers. There is, how- 
ever, a big difference in the results we 
get from the newspapers. Some pa- 
pers bring twice as much business as 
others do. For example, we put a 
quarter of a column advertisement last 
Sunday in five New York papers. 
From one of these papers we received 
as many answers and inquiries as from 
all the rest put together.” 

‘* What daily papers do you find give 
the best results ?” 

‘The penny papers. They circu- 
late among the masses. They are read 
by the plain people—by the working 
classes and wage-earners. These are 
the people we want to reach, The best 
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way to reach them is 
papers. 

‘‘And so we use the morning and 
evening penny papers, the Sun, World, 
News, etc. We advertise extensively 
in the papers printed for our foreign 
population. The Germans are an in- 
dustrious and thrifty class of people, 
and they have invested considerable in 
our shares. As I have said we aim to 
induce wage-earners to put their sav- 
ings into our plan of investment. So 
we advertise in a number of publica- 
tions issued by the labor organizations. 
They bring us very good results.” 

‘*Who prepares your advertise- 
ments ?” I asked. 

‘*No one person. Several of the 
leading men in the corporation have a 
hand inthem. Mr Cass himself is a 
skillful writer, and has given us much 
valuable assistance. We have im- 
proved, we think, in our advertising. 
Some of our early advertisements were 
too ‘heavy’; they were over the heads 
of the people. We now try to make 
our advertisements plain, short and di- 
rect—so plain that the average man 
will easily understand it, so short that 
he will read it through, and so direct 
that he will take our advice and invest 
his hard-earned money with us. 

‘* Now, in regard to the Realty Cor- 
poration, it is an institution different 
from any otherin the city. The great 
trouble is to explain its advantages in 
an advertisement. This can be done 
only in a general way. 

‘In order to have people put their 
money into any plan you must first 
get their confidence. You must show 
that your investment is safe and secure. 
In all our advertisements we start with 
the assertion that New York City prop- 
erty is the safest place in the country 
in which any investor can place his 
money. It has never yet failed. It 
has always been profitable when well 
managed. 

‘“‘Thus far it has been necessary to 
do a great deal of explaining about the 
new corporation. It is in no respect a 
building and loan association. Our 
plan offers many things not within the 
scope of such an association, and, be- 
sides, there are no forfeitures and no 
penalties. Through our corporation 
a person can invest a few dollars at a 
time, and share in the rents and the 
increase in the value of all our prop- 
erty. The building and loan plan 
does not provide for paying back the 
investment, or deposits, on demand, 


through their 
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whereas we have a guarantee fund for 
that. 

‘*Again, in our advertisements we 
claim our system is an improvement on 
savings banks; first, in increased 
safety, as the money can only be in- 
vested in New York City real estate ; 
secondly, the large profits of the banks 
would be added to the 3 or 4 per cent 
paid by the savings banks to deposi- 
tors, and all the profits belong to the de- 
positors; thirdly, the enormous surplus 
of the savings banks is loaned at 6 per 
cent, while the depositors receive only 
three or four per cent for the use of 


You Will Be Sorry 
If You Don’t. 


“The situation is fraught with danger and 
anxiety,” said the President of the Savings 
Bank Association at its last annual meeting. 

Again depositors in Savings Banks are con- 
fronted with serious dangers. 

Millions of dollars of the wage-earner’s 
money are invested in the Silver States. 
$1,810,507,023 of deposits in Savings Bank. 
That means 3. 810,597,023 of debts. 

It is said that if free silver should prevail 
it would close every Savings Bank in the 
country. 

Are you willing to risk the loss of your 
money? Canit be safer anywhere than in 
real estate in New York City? 

Why multiply evidence? In the face of 
threatened perils, attested by eminent and 
trusted authorities, there is but one safe 
course, and that is to put your money into 
New York real estate now. 

Any eee received—$r1, $100 or more. 

We would be pleased to have any wage- 
earner or Savings Bank depositor 


CALL AND TALK IT OVER. 
Office Hours: 8 a. m. to 8 p. m. 


Cass Realty Corporation, 
Cass Building (erected and owned by it), 
209, 211, AND 213 East 23D STREET, 
Near 3¢ Avenue, 

New York Crry. 








their money, and no increase of prin- 
cipal. 

‘*In our advertisement we say that a 
savings bank depositor has no security 
whatever for his money, except con- 
fidence in the management. The banks 
do not always pay on demand. In the 
panic of 1893 all the New York savings 
banks combined, and exacted a delay 
of a month in honoring the cash de- 
mands of their depositors, We have 
also commented on their policy of lock- 
ing up vast sums of money in mag 
nificent banking houses, which bring 
in little or no income. We also point 
to the banks holding four, five and 
even nine millions of surplus, not one 
penny of which is of any benefit to 

















PRINTERS’ INK. 21 


depositors, though the funds are orig- 
inally created from the earnings of 
their deposits. Naturally, some of our 
advertising has excited the hostility of 
the savings banks, and they resent our 
comments on their methods. 

‘‘This line of argument has been 
the burden of our recent advertising, 
and it has made a hit. It has brought 
us scores of investors, most of them 
wage-earners and working people, and 
thousands of dollars for investment.’’ 

Mr. Kelsey is putting out some at- 
tractive reading notices, which explain 
in plain and simple language the aim 
and scope of the realty corporation. 
Above is an advertisement from the 
New York daily newspapers of July Ist. 

**T notice, Mr. Kelsey, that most of 
your ads have catchy head-lines.”’ 

‘*Yes ; we try to get a line or two 
that will catch the eye and attract at- 
tention. Here is one headed—‘ Are 
Savi gs Banks Safe?’ Another ad be- 
gins: ‘Will Savings Banks Reduce 
Interest ?’ 

‘* The following short ad will show 
our idea as well as any one :” 





Keep an Eye 
on your Money. 


There is no politics in this—only common 
sense. It is easy to put money out of sight 
—hard sometimes to know afterwards what 
is being done with it. If you invest in New 
York City real estate you can see your money 
grow. Nothing short of an earthquake can 
disturb it. Income regular and principal in- 
creasing. 

Any amount from $1 to $100 and upwards 
can be invested. 

Call and talk it over. 

CASS REALTY CORPORATION, 

209-211-213 E. 23D STREET, 
Near Third Avenue, 
New York City. 

‘Vou will notice in all our advertise- 
ments this sentence: ‘Call and talk 
it over.’ That is important. We 
want people to come hereand have our 
plan explained tothem. This we can 
do better and more at length than in 
an advertisement. If we have an in- 
vestor interested enough to call and 
examine our system, in the majority of 
cases we can get him to put a few dol- 
lars into our shares.” 

In conclusion, Mr. Keisey said that 
some returns could be traced from their 
booklets. These were distributed 
by the thousands through their agents, 
who left them at houses, and through 
the mails. He alsoreceived many let- 


ters of inquiry, and these were prompt- 
ly and carefully answered. He told 
me that the corporation would proba- 
bly start a paper devoted to its inter- 
ests in the near future. JOHN LEE. 


eserves 
NOVEL POSITION ON A HUMOROUS 
PAPER. 

One of New York’s comic weeklies has for 
many years had an old man on its staff, says 
the Sua, whose duty it is to see that no old 
jokes are accepted. He has a remarkable 
memory, and nearly every week he “ kills” 
something which has passed muster with the 
younger editors. He knows the files of his 
paper thoroughly, and not pe pe A 
when a stolen sketch or an old joke is su 
mitted, he can name the month and year in 
which it was first printed. Long years of 
mirth-killing have left their mark in thedeep 
furrows that line his face. It has made him 
suspicious of every one, and particularly of 
writers of jokes and comic artists. This man 
has passed his whole life here in New York, 
employed at the unendingtask of exposing 
fakirs. He said to a friend not long ago that 
old jokes haunted his sleep and made life a 
burden, but that none of them have ver 
worked their way into his paper. 

——___ ++ —___ 


AN UNENFORCED CITY ORDINANCE. 

There is a city ordinance which provides 
that no person shall place or post, or cause to 
be placed or posted in any street of the city, 
“any handbill or advertisement giving notice 
of any person having, or professing to have, 
skill in the treatment or curing of any illness, 
or offering for sale any medicine, under a 

nalty of $25.’ This ordinance is not en- 
orced, Many posts and streets and houses 
of the city are grossly disfigured by advertis- 
ing posters of the kind described in the or- 
dinance. From some points of view, such, 
for example, as the Brooklyn Bridge, these 
things present an abominable appearance. 
The ordinance here quoted ought to be 
brought te bear upon the whole of them. A 
newspaper is the place for advertisements of 
every proper kind.—. VY. Sun. 


———_+or—_—_— 
ILLUSTRATED ADVERTISEMENT. 
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WaAnTED—Steady position by a man full of 
wir. aggressive and quick to take hold, 
sed to carrying loads. 
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ADVERTISING THE WAVERLEY 
BICYCLE. 


THE METHODS AND OPINIONS OF AN 
INDIANAPOLIS CONCERN, 





The advertising department of the 
Indiana Bicycle Co.’s immense con- 
cern is in charge of Mr. K. P. Drys- 
dale, whom I found engaged with his 
morning mail in a cozy private office 
on the second floor of the handsome 
office building owned by the company 
in Indianapolis, When I requested 
an advertising story, Mr. Drysdale 
brushed aside the mass of letters, dis- 
missed his stenographer and expressed 
himself pleased to comply. 

‘* We use daily papers generally but 
little,” said Mr. Drysdale, ‘* although 
necessarily to some extent in cities 
wuere we have retail stores. Our large 
expenditure is in advertising the Waver- 
ley in a general way, from which every 
agent receives more or less benefit. The 
matter of local advertising we leave 
entirely to the local dealer. 

‘*What we seek are the publications 
which reach the people who are able 
to pay a good price for a good wheel. 
If we can get our catalogue into the 
hands of that class of people and our 
machine into the store of a dealer in 
their vicinity we have no fears as to the 
result. Certainly, we use other methods 
of advertising : bulletin-boards, wall 
signs, posters, street cars, etc., and 
while, from our method of doing busi 
ness, it is impossible to trace results to 
any particular method, we know that 
we have sold all the wheels this big 
factory could turn out, and are con- 
vinced that our liberal advertising has 
been to a very large degree responsible 
for this result. 

‘‘There is another thing no other 
bicycle dealer or maker has ever used,” 
he said pointing to a mammoth calen- 
dar on the wall. ‘‘ You see, there is a 
sheet for every day in the year, and 
the figures are large enough to be seen 
anywhere in the largest establishment. 
We distributed thesegenerally through- 
out the United States in places where 
they were seen bya great many people, 
and as the Waverley advertising is well 
displayed on them, we think, like the 
bulletins and wall signs, they have 
helped sell wheels. Speaking gener- 
ally,’’ said Mr. Drysdale, ‘‘I believe 
a great many cycle manufacturers, es- 
pecially the smaller ones, make a great 
mistake in the mediums they use ; for 
instance, the magazines, and other high 
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priced publications, because they have 
not local agents in enough parts of the 
extended territory reached by these 
mediums. In our case, we have our 
own retail stores in seventeen principal 
cities, through which we supply local 
dealers in contiguous territory. With- 
out this, I am convinced that the large 
amount of advertising we do would 
not bring adequate results, for when 
you have created a good impression for 
your wheel by advertising, or placed 
your catalogue in the hands of a pro- 
spective purchaser, you must have the 
wheel where it can be seen without 
trouble. This is essential, and with 

out such an arrangement y..a wouldn't 
sell many wheels. Another thing we 
pay particular attention to is following 
up carefully replies to our ads, by bring- 
ing local dealer and prospective buyer 
together. I credit a large amount of our 
sales to systematic work on this line.’’ 

Beingasked about hiring racing teams 
to break records and thus advertise 
wheels, Mr. Drysdale said: 

‘*We don’t do any of that kind of 
advertising. Riders have won races 
and broken records on Waverleys, but 
they did it for their own glory, love of 
sport, or the prizes they won, not be- 
cause we paid them for it. The aver- 
age rider nowadays is more interested 
in knowing that a wheel will give him 
good service, rather than that some- 
body has used it to break a record. I 
regard this so-called advertising as 
neither effective nor justified by results. 
It’s a good deal the same way with 
‘schemes ’—I think that ninety-nine 
per cent of them, such as event-pro- 
grammes, directories, hotel registers, 
depot frames, etc., are money wasted 
for the advertiser. We do, however, 
use theater programmes in all places 
where we have our own stores.” 

Mr. Drysdale here mentioned a crit- 
icism on Waverley advertising made 
by Charles Austin Bates in PRINTERS’ 
INK some weeks ago. ‘‘In regard to 
ours being the worst Mr. Bates ever 
saw,’’ said he, ‘‘ Mr. Bates has always 
held that ads which sell goods are 
good ads, consequently, as our factory 
has always been taxed to its utmost 
capacity to supply the demand created 
by our advertising, I do not think Mr. 
Bates sustains his point. The expres- 
sion was probably only his personal 
opinion, formed regardless of many 
things which should have been taken 
into consideration.”’ 

During my visit I noticed a copy of 
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the American Newspaper Directory 
and learned that it is exclusively used 
by this department and considered far 
in advance of any other. I also learned 
that all advertising in magazines is 
placed through the regular agencies, 
but that space in trade publications is 
contracted direct. C. WESLEY. 


+ +e 
TO INSURE A ROSY FUTURE. 


Mr. Hunter, of Boyce’s List, always 
has something new to interest the elu- 
sive advertiser and incidentally the ad- 
vertising fraternity. If you meet him 
nowadays he’ll pass you out a card in- 
scribed : 


OBES OS OS ON 
Cheer up. ays 


Better times are coming. 


W. CH. 
QSOS ASSASSINS 


Mr. Hunter not only gets advertis- 
ing for Boyce’s List, he also advertises 
in it for advertising. 

Recently he has been issuing a series 
of booklets and advertising them in 
PRINTERS’ INK, with results that make 
him an enthusiast on the subject of 
PRINTERS’ INK advertising. His last 
booklet, called ‘*Census Figures,” was 
reproduced in PRINTERS’ INK some time 
ago and is the biggest little book I 
ever ran across, It’s brimful of well 
authenticated interesting facts—facts 
that make advertisers want to do more 
advertising of the right kind. 

Mr. Hunter was busy reading the 
Monday morning mail when I went in 
to see him. There was a big pile of 
requests for his ‘‘ Census Figures’? in 
it and most of them were the ‘‘I saw 
your ad in Prinrers’ INK” kind. I 
asked him what he thought of PRiNnT- 
ERS’ INK as an advertising medium. 

‘*Well,” said he, ‘‘we have been 
advertising these booklets in a whole 
lot of mediums but most of the answers 
are from PRINTERS’ INK. They come 
from all over the United States and 
Europe. We had one from Australia 
and one from Africa the other day. So 
far I have found twenty-three PRINT- 
ERS’ INK replies in this mail ajone."’ 

‘‘Are these from advertisers that 
you did not have on your books before?” 

‘‘Entirely. There are only three or 
four thousand good general advertisers 
that we know about and when we first 





got out the booklet we mailed one t 
each of these.” 

** You findthen PRINTERS’ INK reach- 
ing out into a comparatively unknown 
field ?”’ 

**Yes. It reaches advertisers that we 
never heard of. We have found by 
tests that it covers the regular field and 
gets into the hands of the new fellows 
who are just starting out,as well. There 
are, of course, a lot of these all the 
time and PRINTERS’ INK seenrs to find 
them out early in the game.”’ 

A. B. Cc 
—__ +o 

TRADE WITH CENTRAL AMERICA. 

Gustavo Niederlein, the consul of Costa 
Rica at Philadelphia, i is sending out a card 
requesting American manufacturers to send 
two copies of their illustrated catalogues to 
his office at 233 South Fourth street, Phil- 
adelphia, with detailed information as to 
prices, terms of credit and practice observed 
in packing and shipping, to the end of in- 
creasing trade relations between the United 
States and Costa Rica. If catalogues are 
printed in Spanish, so much the better. Mr. 
Niederlein kindly offers to give special data 
on goods desired or products offered in Costa 
Rica or any other information. He will 
forward, if desired, special inquiries to ex- 
porters and importers in Costa Rica, or he 
will bring the American manufacturer or im- 
porter in direct communication with the 
Costa Ricanconsumer or producer.— Western 
Electrician. 


ROYALTY AND THE LINOTYPE. 

A singular reminiscence of the Prince of 
Wales’ visit to Cardiff has just come to 
light, says the London Dai/y Mail. When 
the royal party stopped to inspect the Lino- 
type machine shown in the exhibition by the 
Western Mail the operator was absent. 
When found he was dismissed on the spot. 
The man afterwards wrvte to the Prince of 
Wales, saying h- did not mind being dis- 
missed, but w~ greatly distressed to disap- 
point his = yal highness. The Prince of 
WwW ales immediately sent for Lord Windsor, 
waes is Mayor of Cardiff, and a his 

“rship to see the proprietors of the Wester 

ala. od express his hope that the man 
would be reinstated. Lord Windsor con- 
veyed the message to Lascelles Carr, man- 
aging director and editor of the Western 
Mail, and the man has now been reinstated. 

3 pew <a 
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24 PRINTERS’ INK. 
THE ‘‘DRUGGISTS’ CIRCULAR.” Allison as publisher. It costs $2 a 


year, or $1.50 in advance, fifteen cents 
a number. Its issue consists of 60 
pages, of which about 48 are given up 
to advertising. The rates are $600 per 
page, per year; with an increase of 


An advertiser recently carried a copy 
of the Druggists’ Circular into the office 
of a leading advertising agency and 
asked, holding it up, ‘‘ Is that a good 
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paper?” The reply received was, ‘‘I rate for smaller portions. The circu- 


think it is the most important paper of 
its class.” 


The Druggists Circular and Chemica! 


Gazette (to give it its full title) is is- 
sued monthly at 84 William street, N. 
Y., and bears the name of Wm, QO, 


lation given by the American Newspa- 
per Directory is exceeding 4,000. 

A representative of PRINTERS’ INK 
called at the ofiice of the above-named 
publication the other day, and held a 
short though extremely interesting 
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conversation with Mr. Harry J. Schnell, 
the general manager. 

‘*Our paper was founded by Dr. 
Henry Bridgeman,” he said, in reply 
to the question; ‘‘and he was the pi- 
oneer of pharmaceutical journalism in 
America. He was of German birth 
and parentage, and came to this coun- 
try in 1848 on account of political 
troubles. In addition to his medical 
practice he was a writer of consider- 
able reputation. His brother, who was 
a retail druggist, felt the need of a 
journal devoted to his work, and ad- 
vised him to commence the publication 
of something of the kind. ‘The sug- 
gestion led to the establishment of the 
American Druggists’ Circular and 
Chemical Gazette, the first number of 
which was issued in January, 1857, by 
Bridgeman & Co., apothecaries and 
druggists, at 158 Grand street, New 
York, with Henry Bridgeman as editor 
and proprietor. 

‘‘In June, 1858, the paper passed 
into the hands of Dr. Lucas Vander- 
veer Newton, whose name is not un- 
known to fame. He was a most ener- 
getic and brainy man, and divided his 
time between the practice of medicine, 
literary pursuits and scientific research. 
In 1850 he invented a process for put- 
ting a copper face on type, afd estab- 
lished the well known Newton Copper 
Type Company. He learned the 
printer’s trade when but a mere boy, 
and at the early age of twenty became 
the editor of the American System, a 
Clay tariff paper published at Prince- 
ton, N J. His next editorial work 
was in Syracuse, N. Y., as editor of 
the Onondaga Republican. Fromthere 
he went to Pittsburg, becoming editor 
of the Saturdiy Visitor. UHere he 
studied medicine under Dr. A. Mc- 
Dowell, and later, in 1837, graduated 
from Jefferson Medical College of 
Philadelphia. He saw a period of 
hospital practice in this last named 
city, but by reason of failing health 
made a trip abroad. Upon a second 
visit he began the practice of medicine 
in London, but returned later to the 
United States. He landed at Ports- 
mouth, Va., where an epidemic of 
fever was raging, and at once placed 
himself at the service of the stricken 
ones. Here he introduced Warburg’s 
tincture into this country, it having 
been but little used prior to that time 
outside of the British colonies. An 
epidemic of fever breaking out at New 
Orleans soon after, he went to that 


city as a volunteer and did heroic work. 
A brother of Dr. Newton’s, a surgeon 
in the United States army stationed at 
New Orleans, succumbed to the ter- 
rible disease. Dr. Newton’s interest 
in the Circular was purchased by the 
present company, of which Mr. Allison 
is the president.”’ 

‘To what do you mainly attribute 
your present enviable position in phar 
maceutica] journalism?” -was_ then 
asked 

‘*Mainly to our unwavering fidelity 
to the cause of the retail druggist. We 
publish our paper strictly and solely in 
his interest, and in that of no other. 
Our policy is a fearless one, and if we 
see anything that in our judgment is 
detrimental to his best interests we un- 
hesitatingly and uncompromisingly 
show it up in its true light. For one 
single instance I will give you the case 
of the Scotch Oats Essence in 1888. 
At that time we published the results 
of our analysis and investigation into 
its character, and there is no doubt 
that our action was the main cause of 
its failure. Inthis connection I would 
state that time and time again we have 
refused business from those whom we 
have conceived inimical to the best 
interests of the trade.’’ 

‘* How do you stand on circulation?” 
was next asked. 

‘Upon this most important point 
we come out squarely and make our 
guarantee of circulation part of the 
contract. Our subscription books are 
open to advertisers and we back up 
our figures. This question of backing 
up will be found an entirely different 
thing from the mere abstract statement 
of figures. We were at one time chal- 
lenged by a certain Western publica- 
tion to submit our books, together with 
theirs, to a committee of entirely dis- 
interested parties. We at once com- 
plied and named our men, but the 
other paper never came to time. At 
the present time we guarantee that 
over 12,000 copies of each issue are 
sent to bona fide subscribers. Our issue 
for September will be a special number 
on account of the Forty-fourth An- 
nual Meeting of the American Pharma- 
ceutical Association. We guarantee 
our circulation for this number to ex- 
ceed 30,000 copies.”’ 

See ree 


PEOPLE won't byy what they don’t want. 
Generally they don’t know what they do 
want. The successful advertiser is the one 
who persuades people that they want just 
what he has to se 
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IN MONTANA. 
Office of H. D. La Coste, 
Special Newspaper Representative, 
38 Park Row. 
New York, August 11, 1896. j 
Editor of Printers’ Ink: 

On page so of Printers’ Ink of August 
sth the Anaconda Standard quotes its aver- 
age circulation at 9,589 daily, 10,227 Sunday, 
and “ guarantees its advertisers a paid circu- 
lation, daily and Sunday, three times greater 
than that of any other newspaper published 
in the State of Montana. Advertising con- 
tracts will be made subject to this guaranty. 
Only daily newspaper in the great North- 
west furnishing advertisers with a sworn cir- 
culation statement.” 

Linclose herewith a sworn detailed circu- 
lation statement es to August rst, covering 
May, June and July, for the /ndependent of 
Helena, Montana. 

Statement of circulation of the Helena In- 
dependent from May 1, 1896, to July 31, 1896: 








DaILy j 

av. June. July. WEEKLY. 

6,330 6,3F0 May, 3,400 

6,325 6,365 3,400 

6.385 6,335 3.400 

6.330 6,590 3,400 
6330 = 6,800 

6.325 6,370 June, 3,400 

6,630 6.390 4,200 

6,300 6,715 8,400 

6,395 6,725 3,400 
6,300 6.745 

6,330 6,730 July, 3,400 

6,345 7,070 3,400 

6,350 6,375 3,400 

6.749 6,380 3.400 

6,355 6,275 3,400 
6,330 6300 
6,300 6,800 
6,325 6,400 
6.370 6,409 
635) 6,416 
6.675 6,415 
2 6,310 6,430 
23... 6.315 6,420 
24. 6,312 6,854 
35. 6,320 6,435 
26. 6,375 6,430 
Wess 6,330 6,400 
ss 6.67 645 
29. 6.°45 6410 
30. 6,335 6,404 
31 025 6,410 

STATE OF MONTANA, ? 


County OF LEWIS AND CLARKE. § 

George W. Graham, manager of the Helena 
Independent, being duly sworn, deposes and 
says. that the above statement of the daily 
and weekly circulation of the Independent 
for the past three months is true and correct 
according to the records of this office. 

Gro. W. GRAHAM. 

Subscribed and sworn to before me this 
8rd day of August, A. D. 1896. 

Ervest L. Kracaw, 

Notary Public in and for Lewis and Clarke 
County, State of Montana, 

An examination of the statement will show 
that we run in excess of 6,200 daily, 6,600 on 
Sunday. While we do not claim to issue as 
many copies as the Anaconda Standard, we 
do circulate more than one-third of their 
claimed circulation and we also issue a sworn 
statement of circulation. The statement re- 
ferred to is calculated to give a wrong im- 
pression of the importance of the /udependent 
to any one not familiar with the facts in the 
case. 

The /ndependent is the leading daily family 
newspaper of Montana and reaches a class of 
people who make up a prosperous Western 
city—" A City of Homes ”’—with all the ad- 
vantages and improvements of an even larger 
Eastern city. Yours, . La Coste. 





ae Saas 
Tue ads of a roofer should be tip-top. 
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IN DAYTON. 
Dayton, O., Aug. 11, 1896. 
Editor of Printers’ Ink: 

The New York Yournaz/ is sold in this city 
at no advance on its home price (daily rc., 
Sunday 3c.). This fact brings out the thought 
that advertising in such a paper can scarcely 
fail to bring results from even remote cities, 
a penny paper bringing readers every time. 
This price item of the Journal is even better 
than the Chicago papers, which are one penny 
in price only inside Chicago, The Dr. 
Harter Medicine Co, have their ad on the 
back of all street car transfer slips and on 
the envelopes used by the car lines to hold 
change and tickets, most of the cars here not 
having conductors, The Dayton Traction 
Co., an electric line which runs from Dayton 
to Miamisburg, makes use of the local papers 
not only to publish its time card, but to ad- 
vertise the line, which affords a ten-mile ride 
through a pleasant country this hot weather. 
The cards which have appeared in the local 
cars this summer are unusually neat and at- 
tractive, there being more ee work than 
usual. Mulford, of Detroit, has charge of 
the advert'sing. One of the best pieces of 
advertising issued for a long while by the 
local Y. M. C. A. is the following : 





SILVER AND GOLD 
Have I none, but such as I have give ! 
thee—(Acts 3:6). This subject 

WILL BE PRESENTED 
at the Men’s meeting in the Y. M. C. 
A. Building, 3.30 p. m., Sunday, July 
26th, by Secretary Sinclair. We extend 
you a cordial invitation to attend. 

Do Not Refuse It. 





Geo. E. Kipp. 





ne sie 
A SUGGESTION. 
New York, August rr, 1896. 
Editor of Printers’ Ink: 

There is some reason in the complaints 
which have been made by publishers against 
the proposed rating of } k L in the Ameri- 
can Newspaper Directory for 1897. Un- 
doubtedly the 1896 edition of this book was 
more nearly correct than any previous issue. 
If, instead of rating all papers believed to 

ublish less than 1,000 copies K L, you 
eave the rating just as it was last year in 
every case where a publisher fails to make a 
satisfactory statement in detail for the 1897 
edition, and where he does make such such a 
statement then give him a rating to corre- 
spond therewith, it appears to me that in this 
way the Directory will be made more valu- 
able. There are a great many general adver- 
tisers who do use and will use, in spite of all 
arguments, papers of less than 1,000 circula- 
tion, and these advertisers would like to 
know whether the papers they have in mind 
print less than 400, more thar 400 and less 
than 800, or more than 800 and less than 1,000 
copies. CircuLaTion. 


Se nee 
A LESSON IN TROLLEY CAR ADVER- 
TISING, 





New York, Aug. 14, 1896. 
Editor of Printers’ Ink: ieetiied 
Messrs. Geo. Kissam & Co., the great firm 
of street car advertisers, make a display in 
their offices this week of a regular trolley 
car, built by the J. G. Brill Co., of Philadel- 
phia. There it is, full size, regular made, 
even all the ads displayed, standing on a 
track which runs through the large room, 
beautifully varnished. J. W.S. 


























IN PHILADELPHIA. 
PHILADELPHIA, Pa., Aug. 12, 1896. 
Editor of Printers’ Ink: 

Lit Bros., the shopping mecca for most 
women, have placed in one of their windows 
a life-size figure of a grinning colored lad, 
dressed in plantation costume. Dalsimer, 
the shoe dealer, has strewn about the side- 
walk, in front of his store, and leading to the 
doors of his establishment, a number of en- 
graved footsteps, upon which are engraved 
the ever-prominent ‘“‘ Dalsimer Last.” A 
shoe store on Market street has draped its 
windows and entire front liberally in blue 
cloth, and over all is the sign, ‘‘ We have got- 
ten the blues.” The phrase is intended to 
put force intogheir reduction of shoes shown 
in their windows. The manufacturers of a 
leading brand of flour are distributing, among 
horse owners, blankets for use upon their 
horses. The blankets, of course, have the 
advertisement of the flour printed upon them 
and thus every horse covered with one of 
them acts as a traveling bill-board. A local 
weekly, published in the residence portion of 
the city, has this notice at the head of their 
editorial column: ‘* Change your advertise- 
ments often, or instruct us to do it for you. 
All kinds written to order without charge. 
Plain, ornamental, illustrated, literary or 
cranky.” H. P. Brown. 








eo 
MEXICAN DOLLARS IN CANANDAIGUA. 

Cananpaicua, N, Y., Aug. 17, 1896. 
Editor of Printers’ Ink: 

Among the unique window advertisements 
displayed by Canandaigua merchants is one 
by J. A. Partice, of Union Clothing Store, 
who has his window filled with fifty-cent 
articles of men’s wear, in the midst of which 
there is a pailful of Mexican silver dollars, 
and the following suggestive signs: ‘“ Any 
so-cent article in the store and a dollar for 
$1.’ “* Buy 50 cents’ worth—give us a dollar 
and get a silver dollar in exchange.’”’ This 
object lesson in the campaign issue of free 
silver attracts large crowds to the windows 
all of the time. cc. W. we. 
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IN BOSTON. 

Boston, Aug. 18, 1896. 
Editor of Printers’ Ink: 

The Schlitz Brewing Co., of Milwaukee, 
have arranged with the management of the 
realistic dramatic production called “‘ Side 
Tracked”? to have their advertisement ap- 
pear conspicuously on the posters put up for 
the show. In looking at the stand of bills it’s 
hard to tell whether the beer or the play gets 
the best of it. 

The department stere of Pitts, Kimball & 
Lewis coaxed people out of their houses dur- 
ing the torrid hot weather by offering free 
excursion rides to the nearby sea shore re- 
sorts, and on visiting their store and present- 
ing a purchase slip at the book department 
you received a free ticket entitling one to 
‘shoot the chutes.’’ The firm reports that 
this mode of advertising paid. 

The World’s Food Fair opens here Oct. 
6th, and many Boston and nearly all the 
general advertisers of the country that cater 
to the inner man have applied for space. It 
will be held in the spacious Mechanics Fair 
Building and promises to bea gigantic affair. 
GERALD DEANE. 


senmnoviianie ‘ 
THINK HE IS A PEACH. 
CincinnaTl, O., Aug. 10, 1896. 
Editor of Printers’ Ink: 
We herewith hand you a liner advertise- 


ment clipped from the Lxgutrer of Sunday, 
Aug. 9th. What do you think of this C. J. 





D-WRITER—Got 27,500 answers to one ad ; can 
Pa doitagain. “C.J. C.,” Enquirer. 





C. as a result getter? We think he is a 
peach without an impediment, and should 
make himself known, as he would most likely 
be very much in demand. 

Tue Pettisone Bros. Mrc. Co. 


—_—_ ll » 

Tue Journauist’s WirE—John, dear, I’m 
going to let you see my new dress. I assure 
you it is a perfect poem. 

Journalist (absently)—Put it in the waste- 
paper basket.—/earson'’s Weekly. 





THIs is a reduced reproduction of a 
poster in colors now being used on the 


New York elevated roads. In the 


original the fruit in the press as well 
as the juice in the glass are red and 
true to life, 


The poster is an excel- 





lent one, and well illustrates the superi- 
ority of pictures over words in making 
clear how a machine acts. A picture 
can often show at a glance what it 
might require a hundred words to 
convey. 











28 
NOTES. 
T ulation of the Ratlroad Employee, 
0 ; N. J., is 5,000 copies. 


shkeepsie shoe-dealer’s window is 
tove ... this sign: ‘‘The ladies shoo the 
hens and we shoe the ladies.” 

In front of a bootblack’s stand in East 
Thirty-fourth street, where two dusky dar- 
kies sit, this sign appears in big, black face 
letters: ‘* Patronize home industry. We are 
the only American bootblacks on the block.” 

Tue Cleveland Wor/d says that items like 
the following will be in order in the future: 
“The Pettingill Agency are sending out or- 
ders of 5,000 lines to papers in the Western 
States advertising the claims of William 
f eney | Bryan, a candidate for the Presi- 

lency of the United States.” 





a - 
FOR FREE ADVERTISING. 
Advertisement by arrest seems to be one of 
the latest novelties. The other day | was 
glancing over a newspaper report of a quar- 
rel between a woman aad an elevated railroad 
employee, and was about to throw it aside as 
of no interest to my readers, when I chanced 
to notice that the business address of the 
woman’s husband was printed in full. This 
reminded me that I had seen the same ad- 
dress in connection with other arrests. A 
search through the newspaper files disclosed 
the fact that the same woman had caused the 
arrest of a man onacharge of speaking to 
her in front of a Broadway hotel, and of an 
ex-commissioner whom she accused of trying 
to kiss her in one of the up-town parks. In 
each case nothing was heard of the matter 
after the newspapers had published the story 
of the complaint and given the husband's 
business address. The natural suspicion of 
blackmail being barred by this publicity, the 
only theory that covers the facts is that the 
woman made the complaints in order to get 
her husband a large amount of free advertis- 
ing. As his address was published three 
times in all the daily papers, morning and 
evening, at the end of a story that the ré- 
rters had made as attractive as possible, 
is bill for legitimate advertising would have 
d to th ds of dollars. But, for- 
tunate in having a wife pretty enough to in- 
vite insults, and clever enough to turn the 
affairs to his advantage, the husband did not 
have to pay a cent for these reading matter 
advertisements.— 70 «nm Topics. 





THE SALESMAN’S PART. 

It is a well-known fact that it is possible 
for a disagreeable salesman to do more in 
one day to hurt a store among its customers 
than the proprietors can counteract in a long 
time by their best efforts. Apropos of this, 
a Boston retailer recently said: “‘ We spend 
a great deal of money in advertising our 
business and we try to do it effectively. I 
do not propose to have its good results in 
any way discounted by churlish demeanor 
on the part of any employee, and I have given 
special and positive directions on this point. 
No matter how small a person’s purchase 
from us may be—or even if he makes no 
—— at all—he is entitled to the fullest 

enefit of the salesman's knowledge of the 
business politely presented. Not only this, 
but each salesman is expected to do some- 
thing more than show goods and state prices. 
He should add to this an interest in the cus- 
tomer’s welfare, bearing in mind that the 
only solid basis for business success is a con- 
stantly increasing list of satisfied customers,” 
—Shoe and Leather Facts. 
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AGAINST DEPARTMENT STORES. 

Once more the merchants of the State of 
Ilhnois will attempt to clip the wings of the 
department store managers by making use 
of the taxing powers of the State govern- 
ment, says the Merchants’ Review. At the 
next session of the legislature they will in- 
troduce a bill of establish a general license 
system for all merchants, the rate of license 
to be governed by the number of branches of 
business in which the applicant for license 
is engaged. It is proposed to adopta plan 
something like the following: Beginning 
with a fee of $20 for a single-line merchant, 
double that sum is added for an additional 
line, and so on. Thus a grocer and dry 

oods dealer, $60; a dealer in three lines, 
Re: a dealer in four lines, $f00; a dealer in 
five lines, $620; a dealer in six lines, $1,260; 
a dealer in seven lines, $2,540; a dealer in 
eight lines, $5,100; a dealer in nine lines, 
$ 0,220; a dealer in to lines, $20,460; a dealer 
in rr lines, $40,140; a dealer in 12 lines, 

1,900, 

—— 
NOT A MAN. 

“** Our hero sat in the corner of the railway 
compartment devouring his newspapers,’ ”’ 
read Miss Myrtle Dolan from the latest ac- 
quisition to her paper-cover library. 

“*He wor devouring what?’ asked her 
father, with sudden interest. 

‘“*His newspaper, the book says,’’ replied 
Myrtle. 

“Go an wid yez. Oi t’ought ’twor a mon 
wor readin’ about, an’ now, be the powers, 

e turns out to be a goat.’’ Pearson's 
Weekly. ‘ 


TALKATIVENESS. 

One of the most frequent mistakes of the 
salesman is talkativeness. If he is a fluent 
talker and the customer is shy, or reserved, 
or timid, the danger is that the seller will un- 
dertake to make the customer feel at ease by 
saving him the necessity for talking by him- 
self doing all the talking. Or he may think 
it necessary to enlarge upon every possible 
point of merit in the article ; to amplify good 

ualities in superlatives of praise; to vary 
the pitch without changing the air.—Xey- 
stone. 


> Oo 
TRUE IN ADVERTISING OR POLITICS. 
The rapid spread of an idea does not mean 
that it is true; it only means that it has 
found suitable soil to grow in. Itis absurd 
to say that a thing is of God because it has 
attained sudden popularity. The doctrine 


that spreads over the earth in a single night 
may be a harmless mushroom, but it is just 
as likely to be toadstool.—Richmond (Va.) 
(hristian Advocate. 


o> —— 
BUSINESS TERM. 
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“NET PROCEEDS.” 
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THE VALUE OF A PICTURE, 

Illustrated ads are rapidly becoming the 
rule rather than the exception. Advertisers 
have found out that the common people a 
preciate pictures, even when art is not SO evi- 
dent therein as it might be. So, even in the 
daily newspapers, we now see advertisements 
accompanied by cuts where formerly solid 
matter or type display was the rule. Really 
there has been a revolution recently ip favor 
of pictures, and though some attract only on 
account of their poverty of thought or dia- 

bolical execution, it must be admitted that 

here is a tendency existing to get closer to 
z a and further away from the nondescript. 
To paraphrase an old saying, I may assert 
that “ pictures speak louder than words.” 
At least three times as many people will look 
at a picture as will read printed matter by it- 
self. The combination of an illustration 
with reading matter, therefore, has far great- 
er power to attract attention than mere words. 
Hence the advertising value of pictures. 

I do not think the time far distant when all 
ads will be illustrated. A condensation of 
reading matter will leave room for a picture, 
so that the same space will do. The dollar 
or two that the cut will cost won’t be a cir- 
cumstance compared to the increased value 
of the ad. 

The love of pictures seems to be inherent 
in the majority of mankind. It is noticeable 
in infancy, present through childhood and 
accompanies us through life. Even the lect- 
urers found out the potency of illustration and 
drew twice the number of people by means 
of the stereopticon, which depicted to the 
audiences scenes in their lectures. Scientific 
professors resort to illustrations when teach- 
ing the students, and by drawing and dia- 
gram elucidate their remarks. In fact, the 
fondness for and efficacy of ictures is so 
noticeable in every walk of life that it isa 
mystery why advertisers neglected them for 
so long a time. Joun CHESTER. 


ll iinccacaeaca 
ROBERT BONNER. 

Robert Bonner was a moving spirit in the 

literary and publishing history of New York. 

A compositor in a printing office, he found 


there a paper called the Ledger, which was 
strictly a business sheet, hence its name, and 
it was thrown around at the hotels and given 
away. He bought it for a small sum and 
turned it into a story paper. His first aa 4 
was to offer Fanny Fern, a sister of N. P. 
Willis, the poet, and later the wife of James 
Parton, a popular writer of the day, a large 
amount per column forastory. She declined 
the offer, more particularly as the paper was 
so insignificant and unknown. He went on 
increasing his terms until they became to a 
degree fabulous, and she accepted. Every 
paper in the United States published the 
facts and Bonner’s end was accomplished at 
nce. Everybody began to read the Ledger. 
T hen he took whole pages of the daily new “4 

apers in New York and elsewhere and 

ished and repeated the same line, “* Rea = 
Ledger.” ext he paid Edward Everett 
$10,000 for a a series of sketches, the =p 
going to the fund then being raised b 
patriotic women for the purchase of } Poca 
Vernon. It was then that the Ledger came 
into publicity that made the fortune of Robert 
Bonner.--Brooklyn Daily Eagle. 

fie ia caidincgae 
Don't wait until the iron’s hot, 
But make it hot by muscle ; 
Don't wait for wealth your father’s got, 
Take off your coat and hustle. 
—Burdette College Journal. 
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WHERE POETRY IS PLENTIFUL. 

“ Doesn’t it strike you, Dolphy, dear,”’ 
and the gushing girl gazed dreamily towards 
the western horizon, “that there is more 
poetry in the slowly-setting sun than in any 
other object in the universe ?” * 

“T don’t know so much about that!” 
mused the mild-eyed minstrel of many re- 
jections. “I fancy the waste-paper basket 
runs it pretty close.” — Pearson's Weekly. 


AS AN ADVERTISEMENT. 

There is a good deal of amusement at the 
expense of an arctic explorer, over the in- 
gennous remark of his wife, es being asked 
when the report came of the loss of the ex- 
pedition whether she was not uneasy, replied: 

* Oh, no, not at all. He told me not to worry 
over any such reports, as he would be very 
likely to start then. himself as an advertise- 
ment.”— Pearson's W — 

NOT ATTENDING TO BUSINESS. 

Editor—Our foreign correspondents don’t 
seem to be attending to business. 

Assistant—No ? 

Editor—No; it is three weeks since any 
of them sent us a dispatch saying that Europe 
was on the verge of a general war. What do 
they think they are paid for ?—Z.xrchange. 


——__ > - > 
Classified Advertisements. 


Advertisements under this head two lines or more 
without display, 25centsa line. Must be 
ha in one week in advance. 


WANTS. 
S POKISMAN- REVI EW, 
pokane, ‘Wash. 


D. om... special n newspaper represent- 
e ative, 38 Park Row, New York. es only. 


MAi order business. Suits 4d one. Sam- 
, Cte., 12c. NAT’LINST., P. [. 896, Chicago. 


Pp“ that lead in their locality represented 
by H. D. LACOSTE, 38 Park Row, New York. 


a 8 reliable young man desires position 
Se make-up or adv. come. “Q.,” Printers’ Ink. 


WV "ine: <D- Good novelty fo for 7 cle advertis- 
ng. Write to P.-O. . New York 


“PHENE NERDIO AION. y oungstown, Ohio. 8.400d., 
. 6,000 ts first-class advertisements 
only. 


‘NAPABLE editorial and local writer would ac: 
) =< Canoes in city or country. “ W., 


if Ys ey MORNING 1 TIMES and EVENING 
4,000 daily, create a “* wom ” for prop- 
erly aes goods. 


DITOR— Sonne r man << rience and 
E ey os woul lice change € dally oF w weekly. 
915 Locust St., ne hliadeloh 
DEERTISING manager wanted. One with 
ence as business manager preferred. 
Bight = publiontion. “R. M. 8.,” 127 Laclede 
St. Louis, Mo. 


PUBLISHERS will Ly pleased with our prices 

on cuts for special editions. Write for sam- 

Bs 334) prices. CHICAGO PHOTO ENGRAVING 
79-81 Fifth Ave., Chicago. 


os “5 editorial writer : : experienced, graph- 
ote oie: wants job; weekly or small 
0 15; references. Adcress Box 21, 

’ East 12t St., New York. 


7 ANTED—To co correspon¢ adruggist who 
v has the time and ability” to write for a 
ress 


dru rae magazine. FREE PRESS 
ASSOCIATION, Durlington, Vt. 


DVERTISING bureau of la jaily has va- 
: cancy Sora Bese solicitor and ad writer 
with some experienc: ddress, stating salary 
required, etc., “ W.T. * care Printers’ Ink. 
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W BIER of terse, attractive ads desires to 
serve some house, ial or pone, 
all or part of the time. “ ra nters’ In) 


A N oxpestonsed hewspaper man, now business 

manager ¢ of an Eastern paper, wants posi- 
tion, after ist, as manager or 
editor. Address * JOURNALIST, ” Printers’ Ink. 


Oe f my time is at the di isposal of some 

general advertiser, preferably in New Eng 
land, eWVas one of the winners in Kowell’s recent 
contest. (See sketch, PRINTERS’ INK, Aug. 5, page 
20.) W.H. EASTMAN, t Sumner, Me. 


N EW YORK agent wanted. We want a wide- 
4 awake man to represent the Commercial 
Traveler in New York. mE man who can com- 

mand business for an u ea &. good medium. 
COM MERCIAL TRAVELER PUB. CO., St. Louis, 
Missouri. 











Q OUTH AFRICAN residents have gold to ex- 
\) change for meritorious articles. They can 
be reached by advertising in newspapers, street 
cars, etc. We place advertising anywhere and 
in any manner throughout South Africa. We 
will take the agency of goods and guarantee to 
pushthem. GARKiISON ADVEKTISING & PRESS 
AGENCY, Johannesburg, or HUGH HOUD, Am. 
representative, Chattanooga, Tenn. 


Ww* desire to secure the services of a first-class 
New York representative and also a travel- 
oe a ernest s To the right men we will pay 
$200 iss commission) a year. The GOLFER is a 
—- ss medium, catering to the best class and 
‘oods of all kinds. First-class men 
can do a business with the GOLFER, as it _ 
the indorsement of all its advertisers. All co’ 
munications confidential. Address THE GOLF- 
ER, Boston. 


ADDRESSES 1 FOR 8 


FO: SALE. 
30, O0C 


LADIES’ addresses for sale » ex- 
aleaa, Kan. 








change for space. Lock 


—___ +9 
ADVERTISING AGENCIES. 
F you ge - advertise anything anys meg 


at @ Me write to the GEO. P. ROWELL 
ADVER ISING *vo., 10 Spruce St., New tae 








BOOKS. 


ANGER SIGNALS,a —— oceenctions hints 
- for general advertise , by mail, 0 
cents. Address PRINTE RS’ 1 INK ‘o” Spruce St., 
New York. 








+> > 
FOR SALF. 
Fr (\ BUYS 1 INCH. 50,000 copies Proven. 
$3.50 WOMAN’S WORK, Athens, Ga. 





REAKER, Long Beach, Cal., for sale. Fight 
pages. ‘For particulars write WM. GALER. 


Fecal aw) PLANTS—Everything for the print- 

; best in quality, best in he me. Why buy 
the second the »sts no more? 
AMERIC = TYPF I FOUNDERS’ CO., Boston, N.Y., 
Phi , Buffalo, Pitts., Cleveland, Cinn., Chi- 
cago, Mil., St. Louis, Minn., Kansas City, Omaha, 
Denver, Portiand (Ore.),’Friseo. Buy everything 
in one place, and save money and trouble. 


serene <tt A 
SUPPLIES. 


yar BIBRER’S 
Printers’ Rollers. 


gets 


6 Nes —The leaders of type fashions. AM. TYPE 
FOUNDERS’ CO. Branches in 18 cities. 





geo 3 “BRUCE & C ‘OOK, 190 Water 
york. 


New Y 


YICTURES for all purposes. Cuts of all kinds. 
CHICAGO bay ITO ENGRAVING CO, 79-81 
Fifth Ave., Chic: 


\ RTISTS’ roan Plates. Have you seen our 
new circular! Gives prices, describes meth- 
ods, ete. 


BYKON POPE &CO., Cleveland, 0. 


aps opp blbchchag linotype and electrotype met- 

copper annodes ; zinc plates for etching. 

MERCHAN & CO., Inc., 517 Arch St., Philadel- 
phia, Pa 


se PAPER ~ Printed with ink manufact- 
ured by the W. D. WILSON PRINTING INK 
. Tt'd, 10 Seu St., New York, Special prices 





co, 


to cash buyers. 
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MAILING MACHINES. 


i hg oye mail list type, has typewriter 

fa large and lean ; is self spacing : cheaj 
est 10-pt. mail type made. e maile er, 
net, equal to $30 mailers. AM. TYPE. FOUNDE: 
co. list of branches under “For Sale 
heading. 


ns 
ILLUSTRATORS” AND ILLUSTRATIONS. 


chs. -BUCHER ENGRAVING CO., Columbus, 
; furnish best 1-col. half-tone for $1. Send 
for proofs. 


RELY good cuts for advertisers at really 

\ moderate prices. R. L. CUKRAN, 150 Nassau 

St., New York. 

‘UTS for catal es, souvenirs and boom edi- 

tions. Write for pees: BUCHER ENGRAV- 

ING CO., Columbus, 

Be TIFUL illustrations and initials, 5e. a7 
nch. Handsome catalogue 10c. AMERICAN 

ILLUSTRATING CO., Newark, N.J 


LLUSTRATED ads—attract attention—bring 





payers avin cuts are catch bn | prices 
plai zht now for samples and prices. 
Cc HIGAGO PHO 'O ENGRAVING CO., °79-81 Fifth 
Ave., Chicago. 
ADVERTISING MEDIA. 
40) WORDS, 5 times, 25 cts. ENTERPRISE, 
Brockton, Mass. Circulation 7,000. 


¥ OUNGSTOWN (O.) VINDICATOR, 8,400 d., 6,000 
w. H_ D. LACOSTE, 38 Park Kow,N. Y., Rep. 


I ETROIT COURIER. Cire’n around Detroit 
greater than any other weekly. The society 
and home paper. 


A NY erson advertising ir PRINTERS’ INK 
“\ to the amount of $10 is entitled to receive 
tbe paper for one year. 


EADING newspapers in Southwestern Ohio 
4 (outside Cincinnati), —_— MORNING TIMES 
and EVENING NEWS, 14 000 dai 


6 te GENEVA ‘LLY Aa S, only daily in On- 

tario County. Circulates in 30 towns. Sub- 
scription price to farmers $2.00a year. Leading 
advertising medium in its territory. 


YILLBOARD ADVERTISING reaches 
every billposter, distri 

srinter and fair in the U. 8. and 

Sub’n #1 per yr. 25c. line. 








nearly 
butor, “ writer, 
poster | Canada 
m’thly. Cincinnati,O. 
Beconta a weekly journal for advertisers. It 

contains photographic reproductions of the 

best retail advertisements to be found in the va- 
rious publications of the English-speaking world, 
together with many hundred excellert sugges- 
tions for catch-lines, reading matter and best ty- 
pographical display ‘of advertisements. The only 
al in the world devoted exclusively to re- 
tail advertisers and to the men who write and 
set their ads. Printers get many good sugges- 
tions for display from it. wey = agg — = 

year. Sample copy of Bratns free. Adve 

ing rates on applic -ation. BRAINS PUBL ISHING 

, Box 572, New 
( y00D HOUSEKEFPING, 

Springfield, Mass., 

gives first-class service and appeals to the very 
best class of American housekeerers, who are 


really the buyingclass, and hence the most profit- 
able ones to appeal to. 

Woman, as a rule, guides the family expendi- 
ture, and makes most of the purchases forall the 
good things of the home. _ 

Hence the well-known and generally accepted 
axiom that “ woman’s good taste and judgment 
unlock the pocket-book.” One of the best me 
diums to reach over 50,000 families is Goop 
HOUSEKEEPING. ee 

Published monthly by Clark W. Bryan Co. 

Address a!] communications about advertising 


to H. P. HUBBARD, 38 Tres Bidg., N. Y. 











































ELECTROTYPES. 


YUTS— wood, zine or nnis-done. 

/ for every purpose. Perfect plates at plain 

Ee es. CHICAGC oa ENGRAVING CO., 
9-81 Fifth Ave., Chicag 





CANVASSERS WANTED. 


Te canvass for subscribers for PRINTERS’ INK. 

Liberal commissions poy To the can- 
vasser wee Cores August and September, sends 
in the k mber of a subscribers, ac- 
companied by the cash, we will return the whole 
sum as @ premium. Do not attempt ony funny 
business such as sending ina very big list made 
up of names put down at random, with a check 
of c costeupan ing size, on the ground that it will 
8 the largest ; for some other man mi, _ 
ome you in the same line. is wanted 
straight-out canvass from store to store, and the 
man who sends an even dozen subscriptions in 
the month will stand a@ geod chance of havin 
the largest list. If he fails to get hi- money back 
he will still have had the commission usually al- 
lowed to canvassers, which is an exceedingly 
liberal one. Address PRINTERS’ INK, 10 Spruce 
St., New York. 





oa 
ADVERTISEMENT CONSTRUC1ORS. 
p=" ADVERTISING CO., Newark, N. Y 





~ ILLAM & SHAUGHNESSY, Aavertionrs, 6233 & 
62%4,Temple Court, New York. Wri 


ETAIL grocers and druggists: Got what you 
want. Writeme. JED SCARBORO, B’klyn. 


r le ay A ao, of e lusively medical and 
vertising. Advice or sam ples free. 
ULYSSE G. SO MANNING, South Bend, Ind. 


6 am ads one dollar, each with an electro of 

an ——— drawing, for any drug store or 
elothi rm up to Sept. 10. Cash with order. R. 
L.CUR AN 150 Nassau St., New York. 


M need to or Bryan in either case pons ba 
eed to advertise this fall. Why not 

t it now and avoid hurry ! EUGENE A. BAK R 

Writer of Advertising, 150 Nassau St., New York. 


T= trial ads for any medical advertiser 
for whom | have never done work, $2, cash 
with order. 
ed ad includ 
New York. 


LL the borders and type used in PRINTERS’ 

_ InK are at the disposal of people who have 

r advertisements put in type by me. WM. 

3 SHNSTON. Mgr. Printers’ Ink Press, 10 Spruce 
St., New York ity. 


I OFFER amonthly | service e that will make your 
business better. Two years’ experience wd ad 
writing and I know “where Iam at.” Send $1 
for two sample ads. CHAS. A. WOOLFOLK, 446 
Main St., Louisville, Ky. 


| ‘= by Gillam. Cushin tote detail in ads, un- 
= R . only . TYPE FOUND- 

ERS’ C d for ah AE = ‘nearest branc! 

7 pt. De vie (new), with 7-pt. French O. 8. No. 

2, is effective. We cater to requirements of ad 

writers. 


F the advertiser who sends his printing to us 

makes his words as emphatic and plausible 

as we make our printin ng artistic, success is 

pretty sure to follow. Such a eg rep- 

resents advertising in its best sense. is the 

i dt people look at twice. THE LOTUS ‘PRESS, 
W. 23d St., N. Y. City. 





One illustrat 


tf best line of work. 
150 Nassau St., 


R. L, CURRAN, 





QENDa dollar bill for four sample advertise- 
‘ ments, written e: ially for your business. 
If you want illustrations to go with them, send a 
two-dollar bill. To regular customers the price 
is $1 and $1.50 each, but in order to secure new 
customers I make this special offer. Adve ~~. 
ments of all kinds, booklets. circulars, etc., at 
reasonable rates. H. L. _GOODW IN, Phillips, Me. 


AN advertisement can be spoiled or improved 
: according to the setting. Wecan improve 
the aa effect of most every advertisement 
sent us. +ey use of plain type and neat 
borders an little taste displayed in its ar- 
rangement will increase the drawing power of 
any advertisement. Send your copy to us and 
we will set it up inan attractive style and furnish 
electrotypes at a reasonable cost iio 
INK PRESS, 10 Spruce St., New York 


PRINTERS’ 


Every process 


TEXTILE WORLD, Boston. | Largest rating. 
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PAPER. 


\ PLUMMER & CO. ‘furnish the paper for 
this magazine. We imvite correspond- 

ence with reliable houses regarding paper o; all 

kinds. 45 Beekman St., New York. 

_ 

ADVERTISING NOVELTIES. 


gon y pencils are the latest and best 


novelty out. They are lasting, 
striking 1 ~ useful. nd 10c. for six samples. 
THE ) CANDA CO., Cine innati, O. 





OR the purpose of inviting announcements 

of Advertising Novelties, likely to benetit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 





PRINTERS. 
T a LOTUS PRESS, 140 W. 3rd St , N. Y. City. 
ad “ Advertisement Constructors”). 
W me neat, plain, attractive printing. Cata- 
logees,’b booklets, pamphiets, circulars, 
cards, etc., executed in the finest le. When 
you want a good job—one that you Pad popes 


to look at and read—come to ‘us. 
INK PRESS, 10 Spruce St., New York. 


CLASS PUBLICATIONS. — 


Advertisements inserted 1 under this heading, in 
the appropriate class, cost 50 cents a line, for each 
insertion. One line inserted one year, 52 weeks, 
Sor $26, 6 morths for #13,3 months for $6.50, or 
‘4 weeks for #2. For the publisher who does not 
find the heading he wants a new heading will be 
made to specially fit his case. 

ADVERTISING. 

BRAINS, a weekly journal for advertisers. It 
contains photographic reproductions of the 
best retai: advertisements to be found in the 
various publications of the English-speak- 
ing world, together with many hundred excel- 
lent s ons for catch-lines, reading n.. mone 
and best typographical display of advert 
ments. The only journal in the world dev’ Sted 
exclusively to retail advertisers and to the men 
who write nd set their ads. Printers get many 
good suggestions for display from it. Sub- 
scription price $4 a year. Sample copy of 
Brats free. Advertising rates on EF 
BRAINS PUBLISHING CO., Box 572, New York 

AGRICULTURE. 

BREEDER AND FARMER, Zanesville, O. 

FARMERS’ HOME JOURNAL, Louisville, Ky., 
goes weekly to 13,600 of the wealthiest farmers 
of Kentucky and Tennessee. 


BAKING. 
THE HELPER, 712 Security Building, Chicago. 
BOOTS AND SHOES. 
“ BOOTS AND SHOES” WEEKLY, N. 
EDUCATIONAL. 
THE SOUTHERN SCHOOL, Lexington, Ky 
sworn circulation 6,092 copies weekly— ed 
circulation in KY; outside of Louisville. Official 


organ Ky. and Ala. State Boards of Education. 
Rates and sample copy free. 


GROCERIES. 


GROCERY WORLD, Philadelphia, Pa. The larg- 
est id circulation; the most ery mar- 
ket reports; the largest corps of corre- 
sponden*s of any grocery journ Mibiiebod 
in the wusld. Send forfree sample copy. 
HARDWARE AND HOUSE FURNISHING. 


HARDWARE PEALERS’ M: ee 














. Y. City. 


Largest circulation in its 

D. Mallett, Pub., 271 Broadway, N.Y, 
HOUSEHOLD. 

DETROIT COURIER. Cire’n around Detroit 


greater than any other weekly. The family pa- 
per of the country. 


MOTOCYCLE. 
MOTOCYCLE, 1656 Monadnock Block, Chicago. 
TEX TILE. 
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DAS MORGE 


(German Edition Ne 


















Is the most popular German Newspaper pi 


FIRST IN: 
FIRST IN) 


DAS MORGEN JOURNAL pubblishe 
German newspaper. Its special cable disp: 


The Price, 


The population of New York, accord 


500,000 G 
They are intelligent and thrifty—good buy 


properly presented to them in their own ton 

Advertisers can talk to more Germa 
through any other German newspaper. / 
advertising columns. The Rates are Low 















PRINTERS’ INK. 


GEN JOURNAL 


vaper published in the United States. It stands 


IN CIRCULATION 
IN NEWS 


ublishes more exclusive news than any other 
ole dispatches alone cover nearly a page every day 


ce, One Cent. 
according to the census, contains over 


0 GERMANS. 
ood buyers, and readily see a good thing if it is 


wn tongue. 

Germans through Das Morgen Journal than 
pet. That it pays advertisers is proven by its 
re Low. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


Issued every Wednesday. Ten cents a copy. 
Subscription peice. five dollarsa year, in advance. 
Six dollars a hundred. No back numbers. 

For ten dollars, paid in advance, a receipt 
will be given, covering a paid subscription from 
date to (Jan Ist, 1901) the end of the century. 

ing printed from P \ ways 
possible to issue a new edition of five hundred 
copies for $30, or a larger number at same rate. 
# Publishers desiring to subscribe for PRiInt- 
Ers’ Ink for the benefit of advg. Tarn may, 
on & zy obtain special confidential terms. 
te f any person who has not paid for it is re- 
c¢ iving PRINTERS’ INK it is becauxe some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 


New York Orrices: No. 10 Spruce STREET, 
Lonpon AGentT, F. W. Sears, 108 Fleet St. 
Cuicaco, Bentam & INGRAHAM, 315 Dearborn St. 


NEW YORK, AUGUST 26, 





1896. 








Most things that have been sold ex- 
tensively have been sold by the aid of 
advertising. 





A PRETTY girl is always looked at ; 
so is a pretty picture. Advertisers 
shouldn’t forget this.—.Spatuda. 


THE class journals devoted to books, 
newspapers and periodicals number 35, 
and their combined circulation each 
issue is 70,895 copies. 


NoTHING should be left to guess- 
work in an advertisement. Clear, 
plain facts are necessary to make it a 
success, and no advertiser should fail 
to furnish these. 

Vicorous and judicious advertising 
will fail to accomplish its purpose un- 
less it goes hand in hand with careful 
management, progressive methods and 
well-selected goods. 


THERE are six newspapers published 
in the interests of agents. Their com- 
bined circulation is 34,045 copies each 
issue. The Agents’ Guide, of this city, 
is believed to print more copies than 
any other in this class. 


BETTER have a poor ad and a good 
salesman than a good ad and a poor 
salesman. Ads do not sell goods. 
They merely excite curiosity or eager- 
ness to buy, but a poor salesman can 
easily dampen the desire. 





ARCHITECTURE, contracting and 
building are represented by 43 news- 
papers, having a combined circulation 
each issue of 82,265 copies. Carpentry 
and Building, of this city, is acc~rded 
the highest circulation of any paper in 
this class. 





ADVERTISING has 12 representative 
newspapers, with a combined circula- 
tion. of 36,268 copies each issue, of 
which 21,913 copies are credited to 
PRINTERS’ INK. No other publication 
of this class reaches 7,500 copies. 





THE brewing, bottling, cider, liquor 
and wine interests are represented by 
26 newspapers and periodicals. They 
have a combined circulation each issue 
of 31,295 copies. The Brewer and 
Malster, of Chicago, leads with 5,500 
copies. 





THE type founders of the United 
States have exhibited so much enter- 
prise that the world now looks to them 
for ideas and new designs intype. The 
American Type Founders’ Co., with 
offices or storerooms in seventeen prin- 
cipal cities, has for two years past been 
specially successful in its efforts to 
cater to the requirements of expert ad- 
vertisers, and is said to have been 
favored with a trade so lively as to 
yield handsome profits, a reward for 
its enterprise and an acknowledgment 
of the good judgment it has displayed. 
This company has itself adopted a lib- 
eral line of advertising quite different 
from the conservative methods former- 
ly in use among type founders. As 
display is to advertising what language 
is to thought, the advertiser who aims 
to be successful should post himself 
concerning the good things these type 
makers have to offer for his use. 





A NEw York patent medicine ad- 
vertiser recently observed that his ad- 
vertisement has been omitted occasion- 
ally from a certain country paper with 
which he had a contract. Asking for 
an explanation this is what he was told: 

Your advertisement has appeared in every 
issue of our paper since contract was made. 
In order to make sure of it we have been 
running it on our patent inside. Sometimes 
it is necessary to print a few extra copies of 
our home news, which of course, will have 
no patent inside. It was one of these copies 
which by mistake (on our part) was sent to 
you. Kindly accept our apology for the oc- 
currence and we will endeavor to do better in 
future. If you desire it I will send you this 
particular paper off my file, but 1 can assure 
you your advertisement is there. 

Such a procedure as is here outlined 
apparently robs an advertiser of some 
portion of the circulation for which he 
pays. It is those who are interested 
in the ‘‘ home news” that the foreign 
advertiser is most anxious to address. 
That is what he uses the local paper 
for. 
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Mr. CHAs. Woop FASSETT, secre- 
tary of the American Medical Pub- 
lishers’ Association, is the author of an 
arrangement designed to extend the 
circulation of medical journals among 
physicians. Mr. Fassett believes that 
a good way to do this is to have the 
papers ‘‘represented,”’ that is, distrib- 
uted or on file at the meeting of the 
National and State Medical Societies. 
He will therefore open a bureau of in- 
formation at the meeting of the Mis- 
sissippi Valley Medical Association. 
The bureau will consist of a reading- 
room wherein copies of all the periodi- 
cals entering into the arrangement will 
be on file. Sample copies and adver- 
tising matter will be distributed, a 
catalogue of all medical journals repre- 
sented will be issued, and the periodi- 
cals will be placed in the reading- 
rooms of the hotels during the meeting. 
In addition, each publication repre- 
sented will secure a report of the 
meeting. The charge for all this will 
be $5. Whether there is anything in 
it —for the journals—remains to be 
seen. 





NEwsPAPER publishers will not be 
urged to supply circulation statements 
for the American Newspaper Direct- 
ory for 1897, the twenty-ninth annual 
edition of the book. Statements which 
convey the requisite information, duly 
signed and dated and in a form that 
insures the information being definite, 
will be accepted and used. The cir- 
culation ratings in the Directory for 
1897 will in most cases be a resume of 
the ratings accorded to the papers in 
years gone by, as for example : 

Athens Courier: Circulation I: largest 
ever accorded was 1,300 in 1896. 

Birmingham News: Circulation H ; largest 
ever accorded was G in 1895. . 

Birmingham Age-Herald, daily: Circula- 
tion H; accorded 6,000 in 1892; weekly F, 
accorded 18,500 in 1892. aes 

Birmingham, Alabama Christian Advo- 
cate: Circulation H ; accorded G in 1893. 

Birmingham, Great South: Circulation 
rating H; has varied from D in 1892 to H in 
1896. 
These ratings will be accorded to 
papers known to issue regularly an 
average of more than a thousand copies, 
while those of smaller issue will have 
a uniform rating indicating that the 
edition is something less than 1,000 
copies. A thousand copies is the ad- 
vertiser’s unit of value, and any paper 
that is worth printing must be worth 
to an advertiser the usual price allowed 
for a thousand copies. It can hardly 
afford to accept advertisements for less. 


THE brick, clay and stone trades 
have three class journals, with a com- 
bined circulation of 3,135 copies. 


ADVERTISEMENTS IN SAMPLE 
COPY EDITIONS. 


“ Tue Natrona Druaoist,” 
Henry R. Strronc, Manager. 
Sr. Louis, Mo., Aug. 10, 1896. 
Editor of Printers’ Ink: 

On page eight of Printers’ Ink for August 
sth, in speaking of the extra issue of the 
Sctentific American you say, “ lf advertise- 
ments were sought with this extra circulation 
in view, then the distribution of the paper 
through the‘mails at one cent a pound was 
illegal” 

Will you please let me know whether there 
has ever been a decision of the Post-Office 
Department on this question, or whether that 
is your individual construction of the law? 

I have watched with interest your efforts 
to get information from the Post-Office De- 
partment, and have had similar experience, 
all of which efforts have proven futile. I 
have learned that it is impossible to get any 
construction of the law from the Department, 
and on account of your having studied the 
matter, I come to you for information. 

Very truly yours, H. R. Strone. 


The extra issue of the Scientific 
American was distributed as sample 
copies. That was legal. The pub- 
lishers of the Scientific American had 
a right to send out sample copies in 
the way they did. They had a right 
to receive and insert advertisements in 
that sample copy edition, but if an ad- 
vertisement was solicited for that edi- 
tion with the promise that the edition 
would have the sample copy distribu- 
tion that it really did have, and if the 
Post-Office Department had knowledge 
of the transaction, the Department 
would exclude that particular issue on 
the ground that it was issued for ad- 
vertising purposes. It is not law; it is 
simply a post-office ruling. It is per- 
fectly useless to apply to the Depart- 
ment for information on any such point 
as this. Your letter will be answered, 
but out of what you are told you can 
make neither head nor tail. It will be 
made to appear pretty risky for you to 
do anything. You may send a million 
sample copies of the National Drug- 


gist for the purpose of influencing sub- 


scriptions or advertisements ; you may 
announce that you intend to send the 
million copies ; you may agree to re- 
ceive advertisements for the issue of 
which you intend sending a million 
extra copies ; you may insert the adver- 
tisements if any are sent you, but if any 
are sent you om account of your promise 
to issue a million sample copies that 
fact would exclude your sample copies 
from the mail.—[Ep. PRiNTERs’ INK, 
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LEADING NEWSPAPERS. 


To decide which is the leading news- 
paper in a place where there are sev- 
eral, is oftentimes a pretty ticklish job. 
The Rand-McNally Official Railway 
Guide itor August, published at 174 
Adams street, Chicago, contains a de- 
partment called ‘‘ Travelers’ Hand 
Book,” wherein may be found short 
stories about States and principal towns 
and cities. The interesting feature of 
this department, that has led to this 
reference to it, is a designation of the 
leading newspaper in a majority of the 
towns described. The information 
seems to have been compiled with some 
care, and a portion of it is here repro- 
duced as of considerable interest to 
advertisers. Any one having knowl- 
edge of facts going to convict the 
‘*'Travelers’ Hand Book” of error is 
invited to send ‘he same to the editor 
of PRINTERS’ INK. 

LEADING ALABAMA NEWSPAPERS. 
















Anniston .....---+. Daily Hot Blast. 
Bessemer.......... Journal. 
Birmingham........Age-Herald? 
Decatur........+.+ News. 
Evergreen ........ Star. 

Florence .......... Times. 

Fort Payne........ ee. 
Gadsden .........- imes-News. 
Greenville......... Advocate. 
Huntsville ........ Mercury. 

Mobile ........0000 Register. 
Montgomery ...... Advertiser. 

New Decatur . Advertiser. 
Opelika.. Evening News. 
Selma.. ..-»Morning Times. 
Sheffield... ....... Reaper. 
Talladega......... Our Monntain Home. 
Troy....... ..+- Messenger. 
Tuscaloosa Evening Times. 
Tuscumbia North Alabamian. 
Union Springs..... Herald. 

LEADING ARIZONA NEWSPAPERS. 
ene Arizona Gazette. 
Prescott .......... Arizona Journal-Miner. 
TPRCSOMN... 2.0 ccccce Arizona Star. 

BB cccccccc ceed Arizona Sentinel. 

LEADING ARKANSAS NEWSPAPERS. 
Arkadelphia Herald 
EE sds00<dsene Beacon. 

Eureka Springs ...Times-Echo. 
Fayetteville....... Arkansas Sentinel. 
Fort Smith........ I'mes. 
See World. 

Hot Springs....... News. 

Little Rock........Arkansas Democrat. 
North Little Rock..’Times. 

Pine Bluff......... Commercial. 
Texarkana Texarkanian. 

Van Buren rgus. 

LEADING CALIFORNIA NEWSPAPERS. 
Alameda.......... Daily Argus. 
Berkeley.....++++« dvocate. 
Coronado Beach...Seaport News. 
GPCRS. 20.0000 sevee Standard. 

PUN. 5500560006 Republican. 

Grass Valley...... Evening Telegraph, 
Los Angeles....... Times. 
Marysville........ Democrat. 


Era, 


eens ee 


Monterey. 


cw 
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+eee Register. 


Nepnda City ......Transcript. 
oS Tribune. 
Pasadena.......... Evening Star. 
_—— et capes. 
WIROMR. cosese cose rogress. 
Riverside......... Press. 
Sacramento ....... 
San Bernardino... Times Index. 
San Diego......... San Diegan Sun 
San Francisco..... Chronicle. 
San pe basedone -» Mercury. 
San - Tribune. 


uis Nate 
San Rafael.. . 











Santa Ana.... Blade. 

Santa Barbara..... Morning Press. 
Santa Cruz........ Sentinel 

Santa Rosa........ Republican 
Stockton..... .-Mail. 
yee .-Evening Register. 
Valtele....c.<< --Chronicle. 
Woodland......... Mail. 

LEADING COLORADO NEWSPAPERS. 
Bessemer ..... .- Indicator. 
Boulder...... -Camera. 

Buena Vista. oY Democrat. 
Canon City.. pper. 

Central City.. ster-Call. 

Colorado Springs. . Daily Gazette. 

Durango.. ....... Herald. 
ee Transcript. 

Denver ....cccecee ocky Mountain News. 
Greeley........... Tribune. 

Idaho ne. .. Colorado Mining Gazette 
Leadville.......... Herald-Democrat. 





LEADING CONNECTICUT NEWSPAPERS. 















Birmingham . .-Evening Transcript. 

Bridgeport........ Evening Post. 

Se eR erald 

ee News. 

Greenwich ........ News. 

ae Times. 

Meriden... ........ Republican. 

Middletown ..» Penny Press. 

| Ee Press. 

New Britain....... Herald. 

New Haven....... Union. 

New London...... Morning Telegraph. 

a Gazette. 

Norwich........... Bulletiz:. 

oo! eae Record, 

ES Standard. 

Rockville....... — 

Seymour.......... ecord 

Southington....... Phoenix. 

South Norwalk... .Sentinel. 

Stamford .. ... Advocate 

Stonington........ Mirror. 

Thompsonville.... Press. 

Torrington........ Register. 

Waterbury........ American. 

Willimantic........ Chronicle. 

ae Evening Citizen. 

LEADING DELAWARE NEWSPAPERS, 

ae ndex. 

EER ocavesccsvce Sussex Countian. 

Milford............ News and Advertiser, 

New Cast] .-- Herald. 

Smyrna............ Times 


Wilmington. 
LEADING DISTRICT OF COLUMBIA NEWSPAPER. 
Washington....... Post. 





Note.—The characterization of the papers 
designated here as the leading ones in the 
towns named is that of the Rand-McNally 
Travelers’ Hand Book for August, 1896, 
























LEADING — NEWSPAPERS. 
Apalachicola...... 

Cedar Key...... Galt Cleemnen. 
Fernandina ....... ews. 
GainesvilJe........ Sun. 
——— Seeese Florida Times-Union. 
Equator-Democrat. 

Lake City Reporter. 
Ocala. .. New Capital. 
Orlando .- Reporter. 
Palatka. Times-Herald. 
Pensacola ews. 
Sanford ..........-+ Gate City Chronicle. 
St. Augustine......Evening News. 
Tallahassee... .... Tallahassian. 

I. cic ctscces ews. 

LEADING GEORGIA NEWSPAPERS. 
Albany........0s0- News and Advertiser. 
Americus......... Times-Recorder. 
Athens ........... Banner. 
Augusta..... ..-Chronicle. 
Brunswick ... - Times-Advertiser. 


Cartersville........Courant American. 














Columbus......... Enquirer-Sun. 
SS eee Argus. 
Gainesville...... . Eagle. 

Griffin ......cccese News and Sur. 
La Grange........ Reporter. 
Macon, occcccesees Telegraph. 
Marietta .......... ournal. 
Milledgeville...... nion Recorde:. 
Newnan........... Herald and Advertiser. 
Rome ....+0-.... . Tribune. 
Savannah.......... Morning News. 
Thomasville....... Advertiser. 
Lf er imes, 
Waycross...---... Herald. 

LEADING IDAHO NEWSPAPERS. 
a er Idaho Statesman. 
RT sccorecccsss Wood River Times. 
Mounpeller veseeees Post. 
eee Mirror. 

Pecntelle co... 0088 Tribune. 
LEADING ILLINOIS NEWSPAPERS. 
ANGE... ccossreseee Sentinel-Democrat. 
AUTOR, cocccccee.. News. 
ree News. 
Beardstown........ Evening Star. 
Belleville .. . News-Democrat. 
Belvidere ......... Northwestern. 
Bloomington ...... Pantagraph. 
Braidwood ........ Bulletin. 
ee .--- Bulletin. 
Canton ......cccces Cantonian, 
Carlinville ........ Enquirer. 
i = Courier. 
Centralia 
Champaizn 
Charleston...... .. News. 
Collinsville.. ...... Herald. 
Chicago Tribune. 
Danville Press. 
Decatur Herald-Dispatch. 
Dixon....... ....Evening Telegram. 
Duquoin. ‘es Tribune. 
East St. Louis..... Daily Journal. 
Edwardsville. . . Intelligencer. 
Effingham ........ Democrat. 
Rr News Advocate. 
Freeport........ . Democrat. 
Galena. occcccccces Gazette. 
Galesburg .... .... Republican-Register. 
Geneseo .... ...... Republic. 
Jacksonville....... ournal. 
Jerseyville........ ournal. 
ke _ eee se ews. 
<ankakee .... .... Evening Democrat. 
. Courier. 
Tribune. 
. Observer. 





Lincola...... Sgr 
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-Courier (daily and w’kly), 








Litchfield..... ....Monitor. 
acomb...... bade .—— 
Mattoon. ~ 


Mendota. 



















Cénwegous eport 
Metropolis City.. ound: Dheguhteen. 
Moline....... so ispatch. 
Monmouth...... .. Review. 

OS eee Herald. 
Mount Carmel.... Register. 
Mount Vernon.... Register. 
Murphysboro. .... Independent. 
Normal....... .... Advocate. 
Olney ..... $< ase _—_—— 
QeRAWA 2.00002 cece < 
dans 3600008 ollediim (d’ly and w'ly). 
Bibi oss eues Beacon. 
ite<+sk0s cons Times. 
eS ee meee 
Peru erald 
FreeTrader and Observer. 
.. Republican. 
NE cde pine am Journal. 
ochelle.........+ egister. 
Rockford..... .... Morning Star. 
Rock Island..... -Argus. 
ee Times. 
Shelbyville... .... Union. 
Springfield........ State Register. 
Spring Valley.....Sentinel. 
Sterling . .. Evening Gazett=. 
Streator . Monitor 
WERORR..ccccceses- Herald 
Waukegan . Gazette. 
LEADING INDIANA NEWSPAPERS. 
Anderson.........- Bulletin. 
ctator. 
| RE Mail. 
i Telephone 
Evening News 
Enterprise 
Columbia City. ...Commercial. 
Columbus......... Republican. 
Connersville.... .. News. 
Crawfordsville. ... Journal. 
orl 
poet 
uth, 
Call Leader. 
Tribune. 
Fort Wayne....... Sentinel. 
i re Evening News, 
Franklin .......... Evening Star. 
GeSROR ..2cccccccce News. 
Greencastle. ...... Star-Press. 
Greenfield ..... .. Tribune. 
Greensburg........ New Era. 
Huntingburg ......Argus. 
Huntington........ Evening Herald. 
Indianapolis....... News. 
— Sided Daily News. 
GROMO cocccccoce ribune. 
Lafayette.......... Courier. 
ON eer Herald. 
Lawrencebur-.. ... Register. 
LSRGROR «00006665 Reporter. 
Loganspor:........ Journal. 
Madiso® ......c00- Courier. 
ee Chronicle. 
Michigan City..... Evening News. 
Mishawaka........ Enterprise. 
Mount Vernon..... Democrat. 
SS SSeS News. 
New Albany......Ledger. 
Noblesville Ledger. 
re -».. Journal. 
Plymouth.......... Republican. 
ee Daily Commercial. 


Nore.—The characterization of the papers 
designated here as the leading ones in the 
towns ramed is that of the Rand-McNally 
Travelers’ Hand Book for August, 1896, 
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Princeton. ........ Democrat. 
Richmond ...... .- Evening Item. 
Rushville. ........ Graphic. 
Seymour.......... Democrat (d’ly and w’ly). 
Shelbyville .. mocrat. 
South Bend.. .. Tribune. 
Terre Haute ......Gazette. 
Valparaiso .. Star. 
Vincennes ........ Commercial. 
a Plain Dealer. 
Warsaw .... . Times. 
Washingto - Democrat. 
Winchester .. - Journal. 


LEADING INDIAN TERRITORY NEWSPAPERS. 



















BNNs 00 seccoess News. 
PED bccace ccvees Indian Citizen. 
LEADING IOWA NEWSPAPERS. 
——. . 
elegraph. 
Lever. 
Daily News. 
Gazette. 
Cedar Rapids..... Evening Gazette. 
Cedar Falls........ Gazette. 
Centervilie........ Citizen. 
Chariton.......... Democrat. 
Charles City.......Floyd County Advocate. 
Cherokee... .. .- Democrat. 
Ne” rrr Herald. 
CHMIOR.. 60025. Herald 
Council Bluffs.....Nonpareil. 
CEES c00ce coccee Twice-a-W’k Plain D’ler. 
CREB eo.00000 0056 Gazette. 
Davenport ........ Leader. 
PN 200000 000% Republican. 
Des Moines ....... Iowa Register. 
Dubuque...... .- Telegraph. 
Fairfield....... - Journal. 
Fort Dodge........ hronicle. 
Fort Madison...... Plain Dealer. 
OS eee Herald. 
Independence ..... Bulletin- Journal. 
Indianola era 
Iowa City. .-Daily ‘Republican. 
Keokuk.... Constitution-Democrat. 
Knoxville Express. 
BEccoccesces Sentinel. 
BOR 6o0cc csecsd Clinton Co. Advertiser. 
anchester ....... Press. 
Maquoketa........ ae aenten. 
OS rer. ntinel. 
Marshalltown ..... Times-Republican. 
Mason City ....... Times. 


Missouri Valley ... 








Mount Pleasant ...Evening News. 
Muscatine News-Tribune. 
Newton...... ournal. 
Osceola entinel 
Oskaloosa... Herald. 
Ottumwa.......... Courier (daily and w’kly). 
BEET veccccvccoced Chief. 
SS eee Express. 
Shenandoah....... Sentinel. 
Sioux City ........ — 
Spirit Lake........ eacon. 
State Center....... Enterprise. 
OO eee agle. 
Washington....... Democrat. 
Waterloo.......... Courier. 
Waverly .... .. Republican. 
Webster City......Tribune. 
What Cheer...... Reporter. 
Winterset......... Madisonian. 
LEAD!NG KANSAS NEWSPAPERS. 
Abilene............ Reflector. 
Arpentine... -- Republic. 
Arkansas City... .- Dispatch. 
Atchison ......... Champion. 
Sere Gazette. 
Burlingame........Chronicle. 
Burlington........ Independent. 
Chanute .......... Tribune. 
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News (daily and weekly). 





Cherryvale Jeoeuses Republic. 

Chetopa.......0... Seenomes. 

Clay Center....... Dispatch. 

Coffeyville........ ournal 

Concordia......... lade. 

Council Grove..... a 

Dodge City........ Globe-Repub!ican. 

El Dorado........ Walnut Valley Times. 
Republican. 


Democratic Messer ger 
ribune. 
Sunday Times. 



















ve ) pee 
ress. 
. Evening News. 
.- Sentinel. 
World. 
Recorder. 
Headlight. 
Union 
News. 
Independence ..... Reporter. 
—— City..... Union. 
ansas City...... Gazette. 
Kingman.......... Leader-Courier. 
Lawrence.......... aaa. 
Leavenworth...... imes. 
McPherson... - Republican. 
Manhattan. -- Mercury. 
NOWSOMs. cc cccsses Republican. 
GER cccccccscsss Mirror. 
Osage City........ Free Press. 
Oswego .........-- Independent. 
PO Republican. 
POOR 60c0deccscees Western Spirit. 
Parsons .....ecce0- Sun. 
Pittsburg.......... Headlight. 
SOHSR... ccccccseees nion 
some petenensteee Tribune. 
opeka .....-++++- Capital 
We ccccccccccsse Tribune 
Wellington : ail. 
Wichita.. - Eagle. 
Winfield .......... Courier. 

LEADING KENTUCKY NEWSPAPERS. 
BE cacanese<s Daily News. 
Bowling Green.... Park City Times. 
Covington......... Kentucky Post. 
Cynthiana ........ Times. 

Danville .......... Kentucky Advocate 
E1izabethtown..... ews. 
Frankfort. ........ Evening Journal. 
Franklin......0¢0 Favorite. 
Georgetown....... Times. 
Glaagow ......0v08 Times. 
Harrodsburg...... Democrat. 
Henderson... .... Cieaner. 
Hopkinsville. . .. Kentucky New Era. 
Lebanon .......... Enterprise. 
Lexington .... .... Leader. 
Louisville ......... Courier-Journal. 
Madisonville...... Hustler. 
ye dee pesseserce irror. 

VEC cc ccccee Bulletin. 

Middlccborcugh’” . News. 

coe Sterling... ‘Sentinel-Democrar 
Newport.......... Kentucky Journal. 
Nicholasville ...... ournal. 
Owensboro........ lessenger. 
Paducah ..000.... News. 
ee Kentuckian-Citizen. 
Richmond ........ Kentucky Register. 
Russellville. erald. 
Shelbyville. Shelby Sentinel. 
Somerset .. .. Republican. 
Versailles....,..... Woodford Sun. 
Winchester. ...... Democrat. 





Note.--The characterization of the papers 
designated here as the leading ones in the 
towns named is that of the Rand-McNally 
Travelers’ Hand Book for August, 1896. 











BALD-HEADS CLOTHED. 

Asa sample of commercial enterprise the 
scheme of a vender of a preparation for 
strengthening the hair, who has been touring 
the northern part of South Dakota for some 
time past, stands alone. The merits of the 
doctor’s. poearuie do not enter into the 
story, although the doctor himself does not 
seem to have placed much confidence in them. 

A few days before his appearance in each 
town a stranger with an exceedingly bald 
and shining cranium invariably made his ap- 
pearance, engaged rooms and took immediate 
steps to ingratiate himself with as many of 
the resi as possibie. He always pro- 
fessed to be in the place on important busi- 
ness, and without spending much money con- 
trived to make himself an object of general 
interest in the iittle community. Before 
long the doctor would show up, bring his 
wagon to a stand on a prominent corner, 
gather a crowd and proceed to extol the vir- 
tues of his preparation. Purchasers were 
never turned away, but the sale of the medi- 
cine was not the doctor’s principal object. 
= when the crowd was greatest the bald- 

eaded stranger would stroll idly up, at- 
tracted, of course, simply by the doctor’s 
oratory, and push himself into as prominent 
a place as possible. 

“* There’s a fit subject for an experiment,” 
the doctor would exclaim, as soon as he 
noticed the new arrival. ‘“‘ May I try my 
patent hair renewer on you? It shan’t cost 
you acent. I simply want to show to these 
ane that it will do all I claim.” 

The stranger never made the least objec- 
tion to this proposition ; a liberal dose of the 
mixture was applied to his head, and the doc- 
tor drove on, after assuring his hearers that 
another chance would be given them within 
the next few weeks to invest in his wonderful 
remedy. Not long after a delicate new 
growth of hair would begin to appear on the 
stranger's crown, and by the time the doctor 
made his second visit to the city no finer head 
would be seen on the streets. In no case is 
the doctor recorded as having failed to rake 
in a liberal supply of shekels on his second 
trip. 

A round price was charged for the renewer, 
but what bald-headed man would fail to in- 
vest in so valuable a remedy for his com- 
plaint? Then the doctor and the strange 
visitor would disappear, never to be seen 
more in that locality. 

Now the doctor has completed his round- 
up of the South Dakota villages. He will not 
reappear among them again for a long time. 
He makes no secret of the fact that the men 
— whom his renewer worked such remark- 
able cure were in his employ, nor that their 
heads were cleanly shaved before the drug 
was applied to them. Then it was necessar 
only to withhold the razor and a fine growt 
of hair was not long in making its appear- 
ance.--Chicago Chronicle. 


a Aestcbeoanekest 
PEOPLE WHO WORRY EDITORS. 
Some people seem to write to the editor on 
the slightest provocation. This is the type 
of letter: ** Dear Sir—I notice in your issue 
of —— last you spell my name ‘ Brown’ in- 
stead of ‘Browne!’ Take notice that I have 
communicated with my solicitor.’’ Here is 
another: “* Dear Sir—I want your advice. I 
have taken your valuable paper for twent 
years, and yesterday my wife eloped wit 
the lodger.”—/earson’s Weekly. 
tor 
Ir the violinist advertises he should harp 
on the right string. 
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CHOOSING HEAD-LINES. 

The choice of a caption is a matter of the 
greatest importance. On the attractiveness 
of the head-line often depends the success of 
the ad. It determines whether the number 
of readers is large or small. It unquestion- 
ably influences the reading of the ad to a 
great extent and its importance, therefore, 
should never be underrated. Carelessness in 
the choice of a caption often results dis- 
astrously. Therefore don’t imagine that any 
word or phrase will do. 

Weigh well what you are going to say in 
the ad, select the leading point of it, and 
then shape some phrase that will be appro- 

riate as an introduction. Be relevant; in 

act, the more of the ad you can get in the 
caption—while still keeping it brief—the bet- 
ter. Illustrated puns for captions are played 
out. I don’t think they were ever effective, 
for they seldom had any bearing on the mat- 
ter that followed and therefore they detracted 
from the ad’s strength instead of helping it. 

A good head-line should draw attention to 
the ad and nothing else. It is a pioneer—an 
advance guard of what follows and it should, 
when possibl+, indicate the business in hand. 
It may range “from grave to gay, from live- 
ly to severe,’ but by all means let it be ap- 
propriate. However much time you may de- 
vote to the construction of the body of the 
ad you should give some to the choice of the 
caption and study well the effect any par- 
ticular arrangement of words is likely to 
have on the reader. You know what would 
be likely to catch your eye and arrest your 
attention, and if you are a student of human 
nature at all you will also know how to at- 
tract the attention of others. A good way is 
to keep a note book in which to jot down 
striking sentences as they occur to you. Then 

ou will rarely be at a loss for a good catch- 

ine. B.C 


sccpcchemntadigilitaicaaiiiiii 
THE AD CAN’T DO IT ALL. 

Though many merchants seem to think it 
can. No matter how strong the advertising 
will be, it will be barren of results unless it 
is in every way backed up by the business. 
Look to the store; don't Tet it have the ap- 

arance of a junk shop; goods crammed 
into the shelves without any regard to system 
or regularity; boxes dog-eared and dirty; 
bottoms half out of the stools; price tickets 
soiled, broken and badly printed; remnants 
rolled up into a wad and tied with a string, 
then thrown into a big counter box covered 
with a tattered remnant of soiled red calico; 
overhead dressings undisturbed for the last 
three months; clerks seated in front of the 
counter or bunched together in remote cor- 
ners talking over their own affairs, totally 
oblivious of the customer who is waiting to 
be served; goods in windows looking as if 
they had been thrown in with a hay fork; 
lass grimy, and the whole store having a 
p sae are Ab appearance denoting the rav- 
ages of dry rot. A store conducted on these 
lines can never be made a permanent success. 
Gillam, Powers, Fowler and all the rest of 
them rolled into one could never make adver- 
tising pay in such a shop.— Dry Goods Econo- 
mist. 


—__+o>—_——__ 
NEWSPAPER QUALIFICATIONS. 

I think the true qualifications for a news- 

paper man are, as Balzac defined them for a 

collector, *“* The time of an idler, the legs of 

a deer and the patience of a Jew.”—ZL. }. 
Vance, in Fuly Bachelor of Arts. 

oa +r 
BanKERs ought to give their gds currency. 
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AND BESIDES— 
Fellow-Townsman (to country editor)}— 
Your fine obituary notice of poor Bobbins 
was a surprise to me, Shears. Thought you 
and he were bitter enemies. 
Country. Editor (with a sigh)—Ah, yes, we 
were enemies for a number of years, but in 
the face of death, my dear friend, the heart 
softens, And, besi es, I get 1d. a line for 
the notice.- -Exchange. 
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IOWA. 


D°BCauE - HERALD, founded 1836. Famil, 
circulation; up to to date ; circulation steadily 
increasing. Is it on your list? 
(C -y~ * and one town fully covered by 
one paper. The WEEKLY SENTINEL covers 
Carroll County better than any other paper. Cir- 
culation guaran by Rowell to be larger than 
any Seng ow in the county. The DAILY SEN- 
TINEL only daily in city or county. Fills 
the field. Advertising Fai es based on circula- 
tion. Carroll, lowa. 


KENTUCKY. 
| Ry ge tS TRUTH, 12 000 copies 
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of nd for rate and suburb. ow in its twelfth yyeer. 
‘01 
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THE FARMERS’ HOME - RNAL, LOUISVILLE, 


gore to the better ~ a “farmers and stockmen 
Kentucky and nessee every week. It is 
read and tru deg then as their business paper. 
It was establish in 1866. readers usuall 
have money to buy what they see advertised f 
they want it. Sample copy free. 


MICHIGAN. 


ETROIT COURIER. Circulation around De- 
troit roe than other weekly. The fam- 
ily paper of Wayne County. 
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ae NTELLIGENCER, Doylestown, Pa. “_ ~t 
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Be a (Mich.) PATRIOT, morning, Sunday 
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d Press fr: ly morning news- 
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MISSOURI. 
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Row, New York, M Foreign Advertising. 
WASHINGTON. 
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* | ‘HE — is the home paper of Seattle’s 60,000 
people 





QEATTILE’S afternoon daily, the Tures, has 
the largest circulation of any ~~ R. . paper 
north of San Francisco, 





The Red Bank REGISTER’s circulation is the larg- 
est in the county. Rowell guarantees it. 
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WISCONSIN. Y 
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CANADA. 
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56. OW “Quebec E DESBARATS Ad Agency, 
‘ontreal. 











See that you get what you pay for. 
Keep track of your advertisements. 
See that you get the proper position 
and correct number of insertions. 
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[aa A ae ceca Wlen op ao. to advertisers all over the country. 
plication. w.V. UTTLEY, Mer, Berlin, Ont. This system is the best yet invented. 
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HAWAIIAN ISLANDS. ys ge . . 
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~ TAR—Daily and weekly. The live, popular " 
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| PRICE AS FOLLOWS: 








Displayed Advertisements. | 109, = = = $2.50 

be ett | 500, — . e 3-50 

50 cents a line ; $100 a@ page; 25 per cent) 1.00, - ° . 5.00 
extra for specified position—if granted. | For Sample Card send 2c. stamp. 


Must be handed in one week in advance. | — 
| WM. JOHNSTON, Manager Printers’ Ink 


Lynchburg NEWS {3:Se0 Weekis. Press, 10 Spruce Street, New York. 


SUPERIOR Leading paper in North- 


TELEGRAM °§"Soo'patcy. 


APEsoruis A Bicycle 


, Caeaer anger Tee | 

Cireulation 7,600 teed—larger circula- 

tion than any other | pers weekly. For rates, 

etc., address C. Geo. Krogness, Marquette Bldz.. FOR A 
Chicago, Ill., Western Agent. | 


The Evening | Name! 


~<oe— Jory rnal We have recently perfected a superior 

9| White Floating Soap, — we are soon to 

| place upon the market. e desire to secure 

JERSEY CITY, N. J., | a name for this soap which shall be particu- 

1S GETTING ON NICELY, THANK YOU. | larly appropriate ; a name that shall signify 


; ; : : ,¢ | Purity, merit and sterling worth, and which 
So are its advertisers. They find it pays. | shall harmonize with the uses to which such 


| a soap is applied. We solicit your aid in 

The Bin hamton Leader | seeking for this name. We will give to the 

| ng + sg am —_ to = the — — 

” we finally select as being the one best suite 

EEENY APTORNOON PAPER | to our purposes his or her choice of a bicycle 

Pg : from any in the market, the price of which 
Most important daily in that aT command- | shall not exceed one hundred dollars. 

ing the respect and confidence of readers and| yl] particulars furnished upon applica- 

advertisers alike, both at home and abroad. | tion. Competition closes Sept. ro at 6 p. m. 

Average circulation covering every issue 1895, 


ily, 45:3 Weekl 4,000. Both 
pte De pan Bh Ea = ‘CURTIS, DAVIS & CO., 




















THE S. C. BECKWITH SPECIAL AGENCY, | 
tity datas Gentes Aipuaioien 136 State Street, Boston. 
NEW YORK axnp CHICAGO. Makers of the famous WELCOME SOAP. 





THE ARGONAUT 


is the only high-class Political and Literary Weekly published on the Pacific 
Coast. Thousands of single-stamped copies of it pass through the post-office 
every week, remailed by subscribers to their friends. It has a larger circula- 
tion than any paper on the Pacific Coast, except three San Francisco dailies. 
It goes into all the well-to-do families of the Pacific Coast. Over 18,000 circu- 
lation, Argonaut Building, 246 Sutter Street, San Francisco. 
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PEN Thine Ears 


to Sound Argument 


A journal that 
reaches the best 
people in every 
city, town or 
village in the 
United States 
must possess 
merit as an 
advertising 
medium. 

To what extent 
we modestly asx 


b, you to determine 
Ask for Sampie Copies and Rates. 


See what we are. 





THE AMERICAN 


School Board Sournal 


iNew York, Chicago. Milwaukee 


| 


| 


] 


| type will stand out over the heads of 
| others in any company. 


| ting in the ads in PRINTERS’ INK ? 














O some advertisers it seems 
strange that they should pay 
me to put their advertise- 
ment in type 2nd furnish an 

electro when the papers which get the 
order will do it for nothing. 

But this is one instance where pay- 
ing for something you can get done for 
nothing does prove profitable. 

The advertisements that I put in 


I know just enough more about the 
printing business than the other fellow 
does to make it to your advantage to 
come to me. 

No matter who writes your adver- 
tisements, booklets or circulars, it will 
pay you to have me do the printing. 

What do you think of the typeset- 


Compare them with your own in the 
local paper. Write to me about it. 

Address WM. JOHNSTON, Manager 
Printers’ Ink Press, 10 Spruce street, 
New York. 





The Brooklyn 
Standard Union 


goes to the center of more family 
circles than any other paper pub- 


lished in 


‘The City of Homes.” 


That means results to the adver- 
tiser who has wares for household 


uses, 
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See Be Se 


‘The Firgus, 


ALBANY, N.Y. 
EIGHTY-FOURTH YEAR. 
At the Capital City of the Empire State. 


The Political struggle of the Fall 
of 1896 will be the greatest this 
Nation has ever experienced. New 
York State will be the great Battle 
Ground. The Six Million People in 
its confines will read every day of 
this great battle in the columns of 
the leading newspaper, 


The Albany Argus 


(Daily, Sunday and Semi-Weekly) 


the oldest and acknowledged lead- 
ing Democratic Paper of the State, 
under new editorial and business 
management. 

Nearly half a million people read 















¢ From Ocean 
‘ To Ocean 
wt 


The Union 
Gospel News 


Finds its Wav 


Being undenominational and 
reaching shousands of homes 
mot reached by any other 
paper of its kind. o. 
Advertisers know its value. 
Published every Thursday. 
Write for iates. 


~~ 





its columns every day. ‘Sagacious . 

advertisers make their announce- 

ments in its columns. @ Address 
Rates, sample copies, etc., on ap- “ eee The... 

plication. $ U os { N 

THE ARGUS CO., { Union Gospel News, 
Broadway and Beaver Street, 4 Cleveland, Ohio. 
ALBANY, N. Y. « 
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When The Peterson Magazine is received 
by its subscribers in that section. They 
are so busy reading it that even the stray 


pickets, which are loose here and there on § 
the fences, are allowed to remain so. It’s ¥ 
just the same way in other parts of the ww 
country—no time for other occupations till Wy 
The Peterson Magazine is all read through. : y 
@F-Even the advertising agents read it-@@ NIV, 
Surely you should be represented in the \)/ 
advertising pages, $80 each, by the vear. 

Address The Peterson Magazine, 

5th Ave., N. Y. 





~~ 
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DO YOU PUBLISH 
[ NEWSPAPER 1 


Are you keeping a record of your 
issues ? 


Do your actual issues average more 
than a thousand copies? 


If so, you can have the exact figures 
inserted in the American Newspaper 
Directory for 1897, showing the actual 
average issue or sale during the entire 
year 1896. It will cost you nothing— 
provided you furnish the requisite in- 
formation, duly signed and dated, and 
in a form that will insure the informa- 
tion being definite. 

Circulation statements to insure at- 
tention should cover every issue in 
1896, and be sent in not earlier than 
January 2d or later than January 16th, 
1897. 

All communications should be addressed 
Editor AMERICAN NEWSPAPER 
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«New England's Family Paper. 





«- THE... 


Sixty years of active, honest, system- 
atic business life has given the 
Portland Transcript a unique place 
among the literary home-papers of 
the country. 


125,000 


People read the Transcript every 
week. Nine-tenths of them live in 
the New England States. 





An advertisement in the Transcript 
is seen, is read and is answered, and 
New Englanders are good cus- 
tomers. 





No advertiser can cover Eastern 
New England without the Portland 
Transcript. This is not fiction, but 
hard business fact. 








DIRECTORY, 
to Spruce Street, New York. 





1 RANSCRIPT CO. 
Portland, Maine. 
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Portland Transcript 
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Anzeiger... 


Des UWlestens 


THE GREAT GERMAN-AMERICAN 


PAPER OF THE WEST AND 
SOUTHWEST 


ESTABLISHED 
- 1834. 
Daly, ‘ 8 pages 


SUNDAY, 24 to 32 pages 


WEEKLY, ._ 12 pages 


The leading, the foremost German daily of St. Louis— 


its 
The Anzeiger des W 


circulation by far exceeds that of all the others. 
i estens pays more postage for its issue 


through the mails than any other German paper in St. Louis. 
The Anzeiger des Westens covers the German field of the 


West and Southwest. 


Tue Anzeicer pes WesTens is onus ready and willing to prove 


comparative investigation of all boo 


bya 
s—not of cash books only, which 


may be doctored—nor by affidavits, wich some persons with an 


elastic conscience, and no sense of dishonor, make as easil 
a good dinner, but by an investigation of eve 


as eating 
hing, that its circula- 


tion is far greater than the circulation of zny other German paper in St. 


Louis. 
JOHN ScHRoeRS Unzeiger Association 
Me cy Pee PUBLISHERS 
ADVERTISING MANAGER ST. LOUIS 
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Place « 
Your We can Equip 
Advertising 
Ina both your Newspaper 
Paper and Job Room with the most 
Of efficient machines built. 
roneee TATTOO these names upon 
Circulation. : ‘ ‘ ; 
eile is your brain and investigate ! 
Publication The 
Is 
The 
Daily News 
Des Moines 
lowa. 
Average sworn circulation 
for five months ending 
June 30, 1896 We build both ! 

14,87 { Campbell Printing 

Press & Mfg. Co. 

Eastern Office 6 Madison Avenue, New York 
Room 1227 Am. Tract S. Bldg. 334 Dearborn Street, Chicago 








WOMAN 


The Housekeeper, 


The most widely circulated woman’s journal in the 
West, will carry your announcement into one hun- 
dred thousand homes and afford you an opportunity 
of addressing more than that number of intelligent 
women, who are of the best class of buyers. 


Good Business Foresight 


Will prompt advertisers of MEDICINAL, TOILET 
and HOUSEHOLD GOODS to cultivate their 
acquaintance. Rates reasonable. 


THE HOUSEKEEPER CORPORATION, 
Minneapolis, Minn. 


HOME 
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DEPARTMENT OF CRITICISM. 
By Charles Austin Bates. 


nar nt everywhere are invited to send rae ted for criticism ; to propound problems and 


er eee for the betterme: nt of thi 
= will be criticised f 
lets, novelties, catalogues. 


\ 





ADVERTISING IN GENERAL. 


Tue Recorp Printinc Company, 
Ernest A. SHERMAN, Manager. - 
Cepar Rapips, Iowa, July 28, 1896. f 
Mr. Charles Austin Bates,New York City, 
#.F.2 


Dear Sir—I wish personally to thank you 
for your kind criticism and commendation of 
the little advertiser which I sent you some 
weeks ago, and of which you made use in 
your columns in Printers’ Ink. 

I do not pretend to be an advertising ex- 
pert, although for the past ten years I have 
made more or less of a study of the business, 
and have madz an honest endeavor to do 
work in that line which would produce re- 
sults. A word of commendation, therefore, 
from an authority like yourself is indeed 
quite gratifying. Of one thing I am certain, 
however, and that is that your department in 
Printers’ Ink is read most extensively, for 
my mail the past week has been literally 
burdened down with blotters and other ad- 
vertising schemes from all parts of the coun- 
try, many of them asking that I send them 
in return the blotters which I issue. 

I have also had quite a number of calls for 
the ** Editor’s pencils”’ of which mention is 
made on the blotter, whieh shows plainly 
enough to me that the little “catch-line’ 
idea at the end announcing some specialty is 
a good one and one which is worth follow- 


in 
Thanking you again for your kindness, I 
am, very respectfully yours, 
E. A. SHERMAN. 
+, 


I have from the Lanston Monotype 
Machine Company, of Washington, 
D. C., a rather imposing pamphlet de- 
scriptive of their machine. The head- 
ing on the first page of the real text is: 
“‘The perfected Lanston Monotype : 
What it is; what it will do; how it 
does it.’’ 

That tells you what you may expect 
from the balance of the book, and the 
writer carries out the promise of his 
head-lines in a remarkably clear, force- 
ful, interesting way. The matter is 
singularly free from useless words and 
phrases, and seems to convey the mean- 
ing of the writer directly, simply and 
as quickly as possible. The book ac- 
complishes what it sets out todo. It 
really does tell what the machine is ; 
what it does, and how it does it so 
that everybody can understand it. It 
is, therefore, good advertising. I re- 
produce the first paragraph simply to 


department. Anyth: ing pertaining to adver- 


, frankly and fairly. Send nd your newspaper =. circulars, book- 
ell me your advertising troubles—perhaps I can lighten ‘them. 





show the good style in which the book 
1s written : 

The perfected Lanston Monotype Machine 
is the simplest, smallest, cheapest and best 
of all machines designed to supplant the 
composition of types by hand. It is theonly 
machine that, with economy, will furnish a 
printing surface equal to the demands of 
modern fine work on super-calendered or 
enameled book papers. It is also the only 
machine of its kind in the world, its output 
being well made single types, which are cast 
in the order of their use and set, automatical- 
ly, in lines absolutely justified, ‘thus meeting 
every requirement as to speed and quality, 
whether of the newspaper office or of the 
first-class book and ‘ob office. It has demon- 
strated its perfect practicality in eight 
months’ run, under conditions of actual use, 
and is now being installed in a large number 
of offices throughout the United States. The 
subsequent remarks will, therefore, be taken 
as descriptive of a rfected machine, which 
has been repeatedly simplified and tested 
until the maximum of efficiency with the 
minimum of machine parts have resulted. 
The usual objections to first machines will 
not apply to the Monotype, as an investiga- 
tion will convince anybody ‘familiar with the 
problem involved and he manner in which it 
is solved. 


* 
* 


I do not know a great deal about the 
inside details of conducting a ‘‘cam- 
paign of education,’’ but I do know 
that in one respect party managers fail 
most lamentably. 


I suppose that in my time I have * 


read a bushel or two of what is dubbed 
‘*campaign literature.” If I had de- 
pended for my political convictions 
upon this reading, I should to-day be 
a political nondescript without the re- 
motest idea of ‘‘where I was at.” 
The quotation from a congressman’s 
speech reminds me that the bulk of 
‘‘campaign literature"’ consists of re- 
prints of congressional speeches. I 
may be mistaken, but I have the im- 
pression that the average congressman 
is a man who, having found that as a 
merchant he can’t sell goods or that he 
can’t win cases as a lawyer, turns an 
undoubted ‘‘ gift of gab” to good pur- 
pose in politics and succeeds, The 
rambling eloquence and loose-jointed 
arguments and oratorical high-falutin 
of a man of this description will sway 
men mightily when they are under the 
magnetic spell of the spoken word— 














the voice, eye and gesture. But in 
cold type, they don’t go. 

I have long had a theory that the 
jury system is all right, save on one 
point. The jury shouldn’t be present 
at the trial. They should be sworn in 
and then locked up where they couldn’t 
see inaccurate newspaper reports of the 
case. The trial should proceed just as it 
does now, except that counsel would 
address the judge exclusively. Every 
word should be taken down by expert 
stenographers. The transcript should 
then be gone over and every inadmis- 
sible word edited out. The revised 
report of the trial, containing every 
admissible word of testimony and 
argument, should be submitted to the 
jury and a verdict rendered in the pure 
light of reason. I suppose from a 
lawyer’s standpoint this notion of mine 
is ridiculous. Well, from my stand- 
point about seven-tenths of the lawyers 
would cut a very ridiculous figure if 
trials were conducted in this way. It 
is my experience that lawyers are very 
wonderful and impressive creatures in 
the court-room, but that they shrink 
amazingly when you read them up in 
cold newspaper type the next morning. 

This brings me back to ‘‘ campaign 
literature.” The average congres- 
sional speech shrinks most lamentably 
in cold type. It’s too high-falutin. 
It’s too long. It’s a shot-gun that 
touches too many points, and don’t 
shove any one piece of cold Jead into 
a man’s vitals and leave it there. It 
may fill a man’s skin full of bird shot, 
but none of the wounds are more than 
skin deep. It don’t get down to busi- 
ness and jam one single argument, 
backed by one indisputable fact, into 
a man’s breast, right through him, out 
of his back, and then give it two half 
hitches clear around him. 

I have heard many congressmen de- 
l'ver speeches that would sell goods if 
spouted by an auctioneer in a fake 
auction store ; in cald type I have read 
not more than two or three that would 
sell a yard of calico when read in a 
newspaper or a booklet. I don’t be- 
lieve that printed matter that doesn’t 
carry sufficient convincing power to 
sell calico, or soap, or bicycles, is go- 
ing to materially influence a man’s vote. 

If I were in charge of the ‘‘cam- 
paign-of-education literature’’ of a 
presidential contest, and there was a 
‘* barrel” back of it, as I suppose there 
always is nowadays, I should promptly 
employ one or another of the half 
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dozen most successful advertisement 
writers of the day. I should place in 
his hands the rambling eloquence and 
arguments of the congressmen on my 
side of the political fence. I should 
instruct him to take an ax and kill 
every ejoquent line in the whole ca- 
le. 

Then I’d have him get up a series 
of 6, 8 or 10-page illustrated booklets, 
vest-pocket size. Each booklet would 
take up a single convincing argument, 
backed by one or two indisputable 
facts, and in 500 plain English words 
would photograph that argument and 
those facts on the reader’s brain in 
such fast colors that he couldn’t get 
rid of them waking or sleeping. These 
arguments and facts would be rein- 
forced by the illustrations, and I find 
that illustrations, well executed, help 
mightily to sell goods. 

The booklets would be neatly gotten 
up, well printed in large, readable type 
on fairly good paper. They would be 
attractive in appearance and small in 
size. People would carry them away, 
and wouldn't throw them away. They 
would be a cecided contrast to the 
rough, uncut, bulky and badly printed 
pamphlets, made of coarse paper, that 
the government printer, I suppose, 
grinds out each campaign for which- 
ever party happens to be in power—at 
the expense of the taxpayer. 

I know that reading people would 
read these booklets. Five minutes 
would sufficé for each one. Iam sure 
that thinking pepple would be influ- 
enced by them, more than they are by 
the interminable mouthings of con- 
gressmen when those mouthings are 
reduced to cold dreary type. I believe 
that about the hardest thing to do is 
to write a man out of his dollars. That’s 
what successful advertisement writers 
do every day. They have to convince 
hard-headed men and close-fisted wom- 
en of the advisability of going down in 
their pockets and spending good, fat 
dollars. They have to do this with 
cold type alone. I believe that the 
methods and literature that will win 
men’s dollars will win their votes. 

I believe that a good advertisement 
writer turned loose on the right side 
would come pretty close to winning the 
fight. As I have always said, you've 
got to have the right goods in order to 
sell ’em, and it don’t pay to lie in 
print—the public will find you out. 
But, with the right side of the argument, 
an advertisement writer’s style of a 
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campaign would be more effective, ten 
to one, than the present style of liter- 
ary campaign of education. 

Possibly I am presumptuous to thus 
criticise the methods of the mighty in- 
tellects that conduct party campaigns, 
ably assisted by the greatest statesmen 
of the age and plethoric ‘‘ barrels.” 
But, with Abraham Lincoln, I believe 
that the ‘‘common people have lots of 
common sense.” Spoken ‘‘ guff” may 
go with them during the excitement of 
the moment, but it won’t touch them 
in type. Moreover, I believe that the 
American common people and their 
wives have dainty tastes. They have 
pianos in their homes and their daugh- 
ters play them. If their political 
medicine was presented in neat, attract- 
ive form they would grab it and swal- 
low it a good deal quicker than they do 
the prevailing campaign ‘‘horse-medi- 
cine.” 

*,* 
RETAIL ADVERTISING. 


Here is the matter that is published 
in a little booklet for distribution in 
packages by Yates & Co., the Phila- 
delphia clothiers. Something of this 
sort ought to go into every package 
that goes out of every retail store in 
the United States, but I suppose that 
not one store in five hundred uses any- 
thing of the kind with any sort of sys- 
tem. 


A boy’s clothes have more strain than a 
man’s. 

A boy soon finds out just how strong and 
good a suit is. 

If he isn’t hard on clothes, he isn’t much 
of a boy. 

All the success{ul men were hard on their 
clothes when they were boys. s 

he making counts for more in boy’s 
clothes than in men’s. 

The cloth is generally good enough. 

There are more rips than tears. 

Buttons pull off and button holes pull out 
because they are not properly sewed at first. 

There’s always a lot of ‘“‘mending”’ to 
be done on boys’ “‘ cheap ”’ clothes. 

We make duties for boys just as care- 
fully as we make men's clothing. Thegoods 
are honest, the style perfect, the fit right. 
There are good looks and wear in every suit. 

There’s a dollar’s worth of good hard wear 
for every dollar in the price. 

o elsewhere and get worse. 

Pay less—and get less wear. 

“* Vates-Made”’ for boys is “cheapest by 
the year.” You can dress your boy here, 
and dress him better, for less money than in 
any other store in America. . 

One suit of ** Yates-Made” at $8 will out- 
wear and outlook two $5 “‘ cheap ”’ suits. 

Any woman who knows about sewing and 


cloth can see at once just where “* Yates- 
Made”’ excels. - s 
There’s no mystery about it. There is 


nothing intangible about it, 
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“ Vates-Made’’ wears better and looks bet- 
ter than any other clothing, because our ef- 
forts and money are both spent with that one 
end in view. 

We want to clothe your boy. 

Your money back for any unsatisfactory 
article. 

Your money back for unsatisfactory wear. 


* 
«* 


Here is the matter contained in a 
booklet sent out by The Decatur Coffin 
Co., Decatur, Ills. The title of the 
booklet is, ‘‘ A Live ‘ Decatur’ Girl.’’ 

The cover is embellished with two 
half-tones, showing back and front 
views of a good looking young woman 
in one of the Decatur Company’s burial 
gowns. 

The book is well written, but seems 
to me a little bit flippant in some 
places. It is presumably addressed to 
undertakers. 


Our business is to make the BEST buvial 
dresses, suits, robes and linings that can be 
nate not the showiest or cheapest, but the 


‘The young lady in the photograph is one 
of our models. She wears one of our regular 
styles of dresses. This gown is intended for 
burial use, but is so well made that it could 
be worn on the street. 

In this design the skirt is NOT open be- 
hind, but is adjusted by a draw-string in the 
waistband. The waist opens in the back, 
but when put on it is closed by the extra 
width of the goods and by draw-strings at 
neck and waist. 

We employ dressmakers and tailors instead 
of cheap factory girls. The result is fit and 
fine workmanship—a modern garment in 
place of an old style robe. All our garments 
are fitted on living models. 

Our robes have plenty of goods in the back 
instead of little patches of cloth behind the 
shoulders. We bind the inside seams with 
silk instead of leaving them raw. We use 
soft dress linings in place of stiff paper cam- 
brics. 

The ‘ Decatur” garments will stand in- 
spection inside and out by the most fastid- 
ious people. It has been tried time and again, 
and always wins compliments for the under- 
taker who shows the goods. 

The styles are simple and beautiful—no 
fuss—no brills—but plain, rich designs. The 
materials are soft and plain. We avoid rough 
cashmeres and shiny satins. 

The “ Decatur ”’ casket linings are differ- 
ent from others. The old, stiff, cheap satin 

leats don’t go thesedays. The “* Decatur” 
Finin s are rich and silky—soft and light as a 
cloud. Many of our fabrics are new and ex- 
clusive. 

WHAT THEY SAY. 

““We have used a great many of your 
robes and linings. We consider them the 
best goods manufactured.”—Fordan, Chi- 


cago. 

Your suits are a decided improvement 
over the old style suits for men.”"—A ttwood, 
Philadelphia. 

“ After twenty-four years’ experience in 
this business I have never had an~thing that 
gives me the satisfaction your robes and wrap- 
pers do, especially the dresses. They are 
perfect in every detail,”—/Patterson, At- 
lanta, 
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Devirs Lake, N. D., July 25, 1896. 
Chas. Austin Bates: 

Dear Sir—I see in Printers’ Ink that you 
would like some bright ads to put in that 
paper. I inclose two that J have written, 
trusting that they will meet your approvai. 
I remain yours, J. S. BAUGHMAN. 





NEVER 
BUY CLOTHING 


from us unless you want to save 
money. Our stock is complete in 
every detail. Our summer clothing, 
in all the latest styles, is going cheap. 
We must make room for our fall 
stock. Give us a call. 
Written by J. S. Baughman, Devils Lake, N. D. 


WHEN 
A 
MAN’S SINGLE 


he dresses well. All men who 
wish to dress well should buy one of 
our nobby $15 suits. They fit wed/, 
look weé/ and wear well. We also 
carry a full line of gents’ furnishing 
goods. Give us a call. 
Written by J. 8S. Baughman, Devils Lake, N. D. 








‘The trouble with the advertisements 
sent is one that is common with a 
great deal of advertising, and one 
which disappears as the writer gains 
experience and thoughtfulness. 

These ads are written to fit the head- 
lines. The writer thought out the 
head-line first, and believing it to be a 
catchy one, he built the ad below it. 
The result of this method of work is 
generally a misfit. The head-line should 
be a part of the ad and should not be 
dragged in by the hair. If you can’t 
think of a few striking words with 
whick to begin the first sentence of your 
ad, begin it with any words that come 
to yourmind. Jumpright in and write 
the ad. Think of the head-line after- 
ward. The head-line doesn’t amount 
to a great deal anyway ; it is what you 
really say in the ad that tells. Of 
course a good head-line is a good thing. 
The more striking it is, the better, but 
a head-line is merely for the purpose of 
drawing attention to the ad, and the 
principal thought should be given to 
the ad itself. 

The appearance is important, but it 
comes last. I would rather have a 
good ad with poor display than a poor 
ad with good display. It is possible 
to have a good ad with good display. 
That is what every advertiser wants, 
but if he can’t have it he’d better have 
the next best thing. 

The ad beginning ‘‘Never Buy 
Clothing” is a r one, because it 
starts out in the negative and has to be 
twisted around to the positive. What 
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the advertiser really wants is that peo- 
ple shall buy clothing. This idea 
should permeate his whole advertise- 
ment, and he should not, even in jest, 
tell people not to buy. 

Perhaps this point is comparatively 
unimportant. Perhaps it would be no- 
ticed by only a few readers of the ad- 
vertisement. It is a fault just the 
same. The more faults an ad has, the 
less effective it will be. 

* % 


July 27, 1896. 
Mr. Austin Bates : 

Dear Sir—A society in which I am very 
much interested expects to give an entertain- 
ment in the early fall, to consist of tableaux, 
music, etc., the tableaux to represent well- 
known advertisements of such firms as will 
allow us to use their pictures and give us a 
small sum for advertising them. 

The entertainments of this organization 
are always well patronized by the people of 
this vicinity, so that we feel we present a 
good medium. We anticipate great success 
with the local merchants, but we do not know 
just what is the best way to get the ear of 
the larger firms. We have written to sev- 
eral and have not received favorable replies. 
lam being perfectly frank in hopes that you 
will give me some practical suggestions. 

I feel so sure that any sum that would be 
given us for advertising would be profitably 
spent that I feel no hesitation about present- 
ing the case. 

ave you the advertising of any firms that 
pe would thus present to this community ? 
shall be glad to write you the particulars if 
you will consider them, but shall be very 
grateful for any suggestions. 

Having seen and enjoyed many sugges- 
tions in Printers’ Ink, I thought you might 
helpus. Sincerey, 

fiss WinniFRED S. Worps, 
48 S. Hanover street, Carlisle, Pa. 

Schemes of this sort seldom pay. 
There may be exceptions but I doubt 
it. If the people who got them up 
knew how business men feel towards 
them they would never think of going 
around offering space for sale. 

The business man would very much 
rather be tackled by a plain, every-day 
beggar whom he could get rid of with a 
nickel or a few judiciously applied cuss 
words. The trouble with this species 
of advertising schemes is that while its 
projectors think that it is perfectly 
legitimate and doubtless believe the 
advertisers will get full value for their 
money, it is in reality a mild form of 
blackmail. 

The only reason in the world that 
nine out of ten business men go into 
such schemes is that they fear if they 
do not they will lose the trade of the 
one who does the canvassing and per- 
haps the trade of his or her friends in 
the church or society or union that is 
giving the entertainment. 
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It would really be much better if 
these good people would simply carry 
around a subscription paper and ask 
for straight out and out gifts of money. 
The merchant would be muck better 
satisfied and it would cost him less, 
because he would then not have to pay 
for a lot of printing that does him no 
good at all. 

* 
READY-MADE ADS. 


{1 do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
aver to the author when he is known. Contri- 

tions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be.—C. A. B.] 


For China and Crockery. 
Your Cottage 
By the Sea, 


or in the mountains, as the case may 
be, will need refurnishing. We have 
some new patterns in Dinner Ware 
that are not only Very Pretty, but 
they are also Pretty Cheap. That is 
the combination people want for 
their Summer Homes. 








For Shoes. 


ALWAYS HUSTLING, 


FEEL POOR? 
«+ Every One Does. 


You feel as if every dollar ought to buy 
about twice as much as it did a couple of 
years ago. Bring your dollars here. No 
field like our store for planting dollars if you 
expect to get a big crop of values in return. 
The Big Bargain Shoe Store is now thronged 
with customers and filled with the best values 
ever known in this part of the country. 





For Shoes. 


Examine Our 
Bargain Counters. 


No trouble to get 7s5c. and $1 
worth for soc. at our great Mid- 
summer Sale. Many kinds at 
half the cost of making. Any of 
them at the price other Senkens 
pay. 

EVERY DAY A BARGAIN DAY. 





For Furniture. 


We 
Honestly Believe 


you'll agree with us that our prices on 
Furniture are not high but low—lower than 
you have been in the habit of paying. 

Low in price but high in quality, is the im- 
pression you get when you come here and 
look. 

If you think of brightening up your house a 
bit with a new piece of Furniture, or a whole 
Suite of any kind, come here and see what 
we can do for you. 
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For Dry Goods. 
Home First— 


The World Afterwards. 


A good motto this for either individuals or 
communities, and readily finds its echo in 
the voice of every merchant in Cohoes. 

Every dollar spent in your home stores 
adds to the development of the home indus- 
tries. It helps the growth of the town by 
helping the growth of the individual, for we 
are all more or less dependent upon each 
other. 

The great trade centers pay tribute to the 
big stock. We are keeping careful track of 
your wants, and constantly adding to the 
stock to meet them. 

Read the following list of 

SUMMER WEARABLES 
and see how many of these items come under 
your wants; and remember, here you will find 
the biggest values hitched to your dollars. 

Then you have no ordinary stock to select 
—_ but the best of ever,thing and plenty 
of it. 





For a Bakery. 
Picnic 


Parties 


Attention. 


You can find the finest 
assortment of buns, bis- 
cuits, rolls, cakes and 
cookies for picnics in the 
city at our stores. 





lor Clothing and Men’s Furnishings. 


Not in Accord 


| With the Thermometer— 


Our prices, we mean. 


As the former goes up the latter descend, 
and, by the way, are you still without a Linen 
Suit? 

If you will take our word for it, you will 
find it to be by far the coolest summer wear, 
dressy looking, too—our kin 

Our whole regular stock of Summer Cloth- 
ing is reduced one-third—excepting Skeleton 
Suits—an honest reduction, mark you, not a 
pretended one. 

There’s a Straw Hat sale in very lively 
progress here, too. 





For China and Crockery. 


ARE YOU 
READY 


for visitors? During fair week many 
visitors come to - Do you have your 
share? Are your table furnishings complete ? 
Do you need a new toilet set for the guest 
chamber ? 

If you do, this is a good time to buy. We 
have some bargains in toilet sets now. Bet- 
ter values than weever saw. $2.50 to $16.00. 

The best trade we have isa fine English Stone 
China Set, decorated in several colors and wit 
gold illuminations, at $4.25. It was intended to 
sell at $6.00. We bought them cheap from an 
overstocked importer. 
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S ang allTHes % ang ALTE S 
% wo BY LEAPS AND BOUNDS RO ast 
Onaw a Wow «8 


THE 





Kansas City 
Times 


Under wise and vigorous management, free of 
every debt, is rapidly assuming its —_ time 
position, power and prestige. : 


Under the reorganization of this favorite paper, 
with a paid-up capital of $200,000, it has the 
brains, influence and capital of the city back of 
it. Kansas City’s biggest-and best business 
men have linked their names and fortunes to the 
future of this paper and the personnel of the 
stockholders is ample guarantee of permanent 
prosperity. 


Daily Times, . 
Sunday Times, 
All Mediums of tke Highest Grade Semi-Weekly Times 
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THE 
CLEVELAND 
WORLD 


est iar Both 


READER and 
ADVERTISER. 


G@O@@@@O@@ | 


MANAGER THE CLEVELAND WORLD: 














FOR THE...... 


READER 


BECAUSE YOU GET THE 


Brightest Editorials ! 
Latest Telegraph News ! 
Cream of Society Gossip ! 
Most Accurate Stock Reports ! 
Best Sporting Page in the City ! 
Most Interesting Serial Stories 
by Popular Authors ! 
And — First, Last, and All the 
Time— THE NEWS ! 





FOR THE 


ADVERTISER 


BECAUSE YOU GET WHAT 
EVERY ADVERTISER SPENDS 
HIS MONEY FOR — 


RESULTS! 


In proof of which read the fol- 
lowing unsolicited testimonial : 


eoeeee 


CLEVELAND, April 19, 1896. 


My Dear Sir — I write this to thank you most sincerely for your good 


attention to my advertising. 
am glad that I have given the preference to 


I am surely more than pleased with same, and 


THE WorLp. | will certainly do 


my utmost to keep and increase the advertising with you for all my agencies, 


and will do my best to give you satisfaction. 


I am negotiating some business from which you will cheerfully get a good 


contract for advertising. 
the front to give THE WoRLD a chance. 


I shall be pleased to see others who wish to come to 


Depend on me that I will do my best for your benefit, and wishing you a 


continuous, well deserved success, | remain, 


yours sincerely, 
A. H. DELEBANTE, 


Manufacturers’ Agent, 50 Euclid Avenue. 





DAILY, 1 CENT. »* #* #% % % SUNDAY, 3 CENTS 
CO., Cleveland, Ohio. 


THE WORLD PUBLISHING 
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T he Leading Paper of 





the Pacific Coast: 





tne... 
San Francisco 


CHRONICLE 


has 20,000 more circulation 
than any other newspaper 
published on the Pacific Coast. 


—_———— 


CHAS. J. BROOKS, Eastern Manager, 
213 Temple Court, New York. 
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Che Cvening Wisconsin. 





FORTY-NINTH YEAR, 


MILWAUKEE, JUNE 1M, 1886. 


THREE CENTS. 





CIRCULATION FOR FIVE MONTHS. 


MILWAUKEE, May 30, 1896. 
STATE OF Leg 
Milwaukee County. 

P. D. O’Brien, being duly sworn, says 
that he is now and has been for sixteen 
years foreman of the newspaper press- 
room of the 

EVENING WISCONSIN, 
and has had charge of the presses and 
paper used in printing the EVENING WIs- 
CONSIN; that he knows of his own know- 
ledge that the average daily circulation 
of the EvENtnG Wisconsin for five months, 
from January 1, 1896, to June 1, 1896, was 
Seventeen Thousand Eight Hundred Sevy- 
enty-Three (17,873) —_ 
P. D. O'BRIEN. 
Subscribed and sworn ee before me this 
1st day of re 1896, A. D. 
W. A. BOOTH, Notary Public. 
‘Ricca County. 


Sworn Daily Circulation from May 1 to 
May 30. 
Vriday, Magi, .-. «+--+ « Wes 
Saturday, May2,. . . . . 18,334 
Monday, May4, . - 19,475 
Tuesday, Mav 5, . - « e« 19,362 
Wednesday, May 6, . . . « 18,748 
Thursday, May7,. . . . « 18,916 
Friday, May 8, es ~« “eo ee 
Saturday, May9,, . . . «. 18,647 
Monday, May ll, .  « » ae 
Tuesday, May 12, . . « « . aaa 
Wednesday, May 13, : - ioe 
Thursday, May 14, ° - 17,855 
Friday, May 15, _ . ° ° ig 


Saturday, May 16, . 
Monday, May 18, . 
Tuesday, May 19, . 
Wednesday, May 20, 
Thursday, May 21, 
Friday, May 22, . 
Saturday, May 23,. 
Monday, May 25, . 
Tuesday, May 26, . 
Wednesday, May 27, 
Thursday, May 28, 
Friday, May 29, . 
Saturday, May 30, 


20,032 
17,807 
19,907 
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ane for month of ¥ 18, 
HE EVENING W ISCONSIN co., 
Cc. H. EDDY, ae 

10 Spruce Street, NEW YORK, 

Boston (Mass.) Ideas: 

The Evening Wisconsin of Milwaukee 
issued a striking souvenir number com- 
memorative of the Wisconsin’s fiftieth an- 
niversary, and also of the fiftieth anni- 
versary of the city of Milwaukee. The 
Evening Wisconsin is an enterprising, 
ably conducted paper, ever on the alert 
to take a progressive step, and we offer 
our heartiest congratulations on the high 
quality of its fifty years’ attainments, 
The features of its Golden Jubilee number 
are too many to be noted in detail, but 
they render the issue one that every Ameri- 
can should find it desirable to preserve. 
This issue has a handsome colored art 
supplement portrait of Solomon Juneau. 


HOME ADVERTISERS. 

Itis noexaggeration of the truth toclaim 
that al] general advertisers in the city of 
Milwaukee use the columns of the Evening 
Wisconsin for their business announce- 
ments. This fact has added force in its 
meaning when it is known that the adver- 
tising rates of the Evening Wisconsin are 
higher than any other paper in the city, 
and its rates are uniformly adhered to. 


FOREIGN ADVERTISERS. 

A majority of the large and prosperous 
general advertisers throughout the United 
States use the columns of the Evening 
Wisconsin—most of them continuously 
for many years. As proof of the estima- 
tion in which the Evening Wisconsin is 
held by the general advertisers of the 
country, we give the following partial list 
of advertisers with which it has contracts: 


Royal Baking Powder, . . . New York 
The CentaurCo., . .. . . New York. 
N. K. Fairbank Co.,., . - Chicago. 
Earl & Wilson, ee 6 i, « Saas 
Gorham Mfg.Co.,. . . : Providence. 
Tiffany &Co., ... . . . New York. 
D. Appleton & Co., . . . . New York. 
Harper & Bros., . . New York. 
Scribner & Co - e« « « New York. 
Price Baking P owder, - « « « Chicago. 
Swift SpecificCo.,. ... . . Atlanta. 
American Tobacco Co.,. . . New York. 
Scott’s Emulsion,. . . New York. 
W.L. Douglas,. ... Brockton, Mass. 
Pyle’s Pearline,. . .. . New York. 
Lydia Pinkham, ... . Lynn, Mass. 
Cluett & Coon, . . o «© ¢ arog, KN. ¥. 
Liebig Extract of Beef, o « « - BeeUm. 
Beecham’s Pills, London. 


Mrs. Winslow’s Soothing Syrup, Boston 
C.1I. Hood & Co., . . Lowell, Mass. 
Mail Pouch Tobacco, ‘Ww heeling, Ww. Va. 
Cuticura Rem., Potter D. & Chem., Boston. 
Hire’s Root Beer,. . .. P hiladelphia. 


Apollinaris, . . Germany. 
Horsford Acid Phosphate, : Providence. 
Sapolio, New York City. 


Dr. Williams’ Pink Pills, Schenectady, N. Y. 
Dr. Pierce’s ( World’s a Buffalo. 


Quaker Oats, Philadelphia. 
a, Home Journal,. . Philadelphia. 

Lea & Perrin, ... .. +. « London. 
Epp’s Cocoa,. . .. +. . . « London. 
Brown’s Troches,. . , . . . Boston. 
Radway & Co.,. .. . + « New York. 
Enameline, .... . . . New York. 
Porous Plaster,. . . New York. 


Pope Mfg. Co., . ° Hartford, Conn. 
Blackwell Durham Tobacco, Durham, N.C, 


D. M. Ferry &Co., .. . . Detroit. 
Dr. Jayne&Son, .... Philadelphia. 
Lyon & Healy,. ... . . « Chicago. 
Hostetter Co., 7 Pittsburg. 


Horsford Baking Powder Co., New York. 
Equitable Life Ins., . New York. 
Ripans Chem. Co.,10 Spruce St., New York. 
Humphrey Med. Co. ta? a "New York. 
Dr. Green,. . . . »« « » - New York. 
Diamond Dyes, . Burlington, Vt. 
Paine’s Celery Compound, Burlington, Vt. 
Munyon Home ee . Philadelphia. 
J.8. Kirk &Co., . - « » Chicago. 
Houghton Mifflin & Co., » « « « Boston. 
Youth’s Companion, ... . Boston 
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The 
Houston 


POST 


Is Texas’ leading newspaper. 

The Post does not reach everybody in Texas. 

The Post does not even reach all the newspaper 
readers of Texas. 

The Post does come nearer covering all Texas than 
any other one paper. 

The Post has more readers in South, East and West 
Texas than any other newspaper. 

The Post has more readers in North Texas than any 
North Texas paper has in South Texas. 

The Post has more readers in North Texas than any 
other South Texas paper. 

The Post has a larger mail list going direct to the 
homes than any Daily in the Southern States. 

Ask your travelers, ask the Postmasters, ask any one 
in the territory which is the popular State 
paper and place your business accordingly. 

The Post's press-room, circulation books and every- 
thing pertaining to circulation are open to the 
public. 

The Post. has one price to all and that one low. 


Cali on or write for rates to 
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Advertisers say Farm News 
and Womankind pay. 


DeKalb Fence Co., DeKa‘b, Ill. 


Farm News has brought us a great many 
inquiries—have proven to be from a class 
of people that write for business and not 
curiosity. 


The Root Bro.’s Co. (Tools), Plymouth, 0. 
Our advertising experience with you has 
been such that we certainly expect to repeat 
it every season so long as we advertise at all. 


Page Woven Wire Fence Co., Aeria, Mich. 
We have always considered Farm News 


one of the best mediums for reaching our| 


class of trade. 


Quaker Novelty Co., Salem, Oh'o. 
The results we have had from WoMman- 
KIND have proven very successful to us—not 
only from inquiries but with orders. 


Gerhard Mennen Co., Newark, N. J. 
We are pleased to say that results have 
been satisfactory. 


Ot io Correspondence Law College, Lima, 0. 
We find it (Womankinp) among the best 
aying mediums, bringing, we believe, as 
arge per cent on the investment as any 

other we have in use. 


Sterling Remedy Co.,, Indiara Mineral 
Springs, Indiana. 

We have used the Farm News and Woman- 
KIND quite extensively in advertising our 
celebrated cure for the tobacco habit—** No- 
To-Bac ’—and also in introducing our prep- 
aration, Cascarets, the ideal laxative, and are 
pleased to advise you that returns from same 
are very satisfactory. 


W. G. Morris, Jewelry), Chicago, lil. 

Have used the columns of the Woman- 
KIND and Farm News as advertising me- 
diums for something over a year. Both 
papers are not only reliable, but they bring 
us a class of trade that we can retain. 


P. Doran, Muskegon, Mich. 
With one exception we have received more 
answers from our ad in your paper than from 
any other of the many we have advertised in. 


H. W. Buckbee, Seedsman, Rockford, III. 

Of the calls thus far, Farm News is sure 
of a position on the leading ranks, when re- 
turns are all in. 





Reliable Incubator ont Brooder Co., Quincy 

_Womankinp has paid us fairly well con- 
sidering the amount cf space we have had 
and the cost of same, and we can assure you 
that we wlll try to be v. ith you another season. 


Portland Mfg. Co., Portland, Mich. 
The advertising we have done in WoMAN- 
KIND has been very satisfactory. 


Royal Manufacturing Co., Chicago, II. 

Womankinp has been one of. the best pay- 
ing mediums on our list and brought us more 
returns than papers which claim double and 
three times the circulation. 


Alliance Carriage Co., Cincinnati, Ohio. 
We have received good results from using 

row paper, and we consider it one of the 
est advertising mediums in the country. 


Frank B. White Company, Agricultural Ad- 
vertising, Chicago, Ili. 

We are glad to notice the very great im- 
provements that have been made in your 
publications, Farm News and WoMANKIND, 
during the last year. Advertisers are appre- 
ciating this stroke of enterprise on your part. 


P. P. Mast & Co., Agricultural Implements, 
Springfield, Ohio. 

We have received good results from our 
ads. The benefit we have derived from the 
use of your paper will compare favorably 
with any other medium for advertising that 
we are now using. We think very well of 
Farm News as a medium for reaching the 
better class of farmers. 


Stardard Wire Fence Co., Canandaigua, N. Y. 

We are very favorably impressed with your 
paper, Farm News, as an advertising me- 
dium. It has brought us a larger number of 
inquiries than some papers that charge a 
higher rate. 


The Rubber Wheel Co., Springfield, Ohio. 
The returns from our advertisements in 
Womankinp have been exceedingly satisfac- 
tory. 
Drs. D. & C. H. Hinkly, Grand Rapids, Mich. 


_I_ know of no cleaner paper or any that 
yields better returns for the cost. 


AND THERE ARE OTHERS! 





Let us prove that Farm News and WoMANKIND can bring 
business and make money for you even in campaign times. 





The Hosterman Publishing Co. 


150 Nassau St., New York. 


Springfield, Ohio. 
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No doubtful advertising admitted to its 
columns. Guaranteed paid circulation 
exceeding & %  % ut 


12,000 samme 


Copies Daily. Qa 


RICHARDSON 





Indorsed by the Colleges, Churches, Schools, 
Merchants, Doctors, Manufacturers and 
Business Men’s Association. % % * 
The Post sets the pace and heads the 
procession. #* % %#% »* 


A, FRANK RICHARDSON, 
yo New York, Chicago. | 
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IS THE ST, LOUIS STAR 


Because it is the 





LEADING REPUBLICAN 
PAPER OF MISSOURI. 











For St. Louis and vicinity use the 


St. Louis Star 


.... And you can’t go wrong. 


FOR RATES” Soe EIKER, fou xxow vim 


11 Tribune Building, New York. 
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The Ink is N.G. 


(NOT MINE) 


OFFICE OF 
THE VALLEY REGISTER. 


NELSONVILLE, O., Aug. 13, 1896. 
PRINTERS INK JONSON, New York: 

Dear Sir—We have been using your News Ink for a year or more, and 
it was giving good satisfaction. A short time since a Cincinnati drummer 
induced us to give him an order for a 50-lb. keg, agreeing to duplicate your 
price, 54¢c., and warrant the ink to be as good as yours. The ink is n. g., 
and they will now neither refund the money or send better ink as they agreed 
todo. It ‘‘off-sets’’ so easily we hardly dare handle the papers for an hour 
or two, and whenever it is allowed to stand on a metal roller even so long as 
over Sunday a hard crust or pitch forms that cannot be washed off with 
benzine, coal oil or gasoline. It has to be scraped off with a sharp instrument. 
They have sold me their last ink so long as you send me as good as the last I 
got from you 

Inclosed find check for $2.75. Please send me a 50-lb. keg at once. 


Respectfully, ‘ 
VALLEY REGISTER, 
Per J. A. TULLIs. 


I have received many complaints similar to the above from customers in all 
parts of the country. It is impossible for the old-time houses to compete with 
my prices, if they are compelled to send agents, spending $10 a day, to secure 
the orders. The margin of profit does not warrant such an outlay, and of 
course the quality of the inks must be reduced to meet the deficiency. [employ 
no agents. I have no books. I make no bad debts. I must get the cash in 
advance, otherwise I don’t ship the goods. These are some of the reasons why 
I can sell my inks from fifty to eighty per cent less than my competitors. There 
is no Job Ink under the sun that I am not glad to match at 25 centsa -Ib. can, 
with the exception of Carmines, Bronze Reds and Fine Purples, for which I 
charge 50 cents a {-lb. can. My News Ink, sold in 25-Ib. kegs at 6 cents a 
pound, and in 500-lb. barrels at 4 cents a pound, is the best ever produced in 
this world. My terms are cash with the order. My warranty—that the inks 
must be found as represented, otherwise I buy them back. Send a trial order 
and ask for my price list. Address 


PRINTERS INK JONSON, 
8 Spruce Street, New York. 
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Plays a prominent part 
in producing baldness. 
An occasional shampoo 
Fy a are 


Cutelix 


Will clear the dandruff 
and keep the scalp and 
roots of the hair healthy 
and vigorous. 


Sold by Druggists 
at 25 cents a bottle. 


ot 


CUTELIX CO. 
253 Broadway, New York. 
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The Sebaceous 
Glands %.% 
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«A you ho ald discon- 
tinue the of toilet 
soap and sehidllatlaies, 


CUTELIX 


a 
PRICE 25 CENTS. 
Ral 


CUTELIX CO. 


253 Broadway, New York. 
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A Sure Tip—Book It. 


Street Car Advertising 


as conducted by us, will 
win every time. . . 


GEO. KISSAM & CO0., 253 Broadway, N. Y. 
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In Printers’ Ink | 


HT 

| | 

| Of August 5th appears an inter- 
view ‘with Mr. Frank Van Camp i 
regarding the mediums of adver- | 
tising utilized in exploiting Van i 
Camp’s Boston Baked Beans. This 
paragraph appears : 


‘*We use the street cars, in season, for the 

display of nearly 8,000 cards, one thousand | 

of which are in Boston, and the balance H 

distributed over New York, Chicago, St. | 

| Louis, Kansas City, St. Paul, Minneapolis I 
and other principal cities. It would be 

hard to say which of these gives us the | 
| best service, but the 


‘Brooklyn L’ | 


is mighty good.” \ 


Van Camp hasa double card 16x48 
inches in the Brooklyn “ L” cars, 
Nuf-ced. | 








GEO. KISSAM & CO. 


| 253 Broadway, N. Y. 
| 35 Sands St., Brooklyn. 
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TheWhole Country 


_ ONE MILLION FIVE HUNDRED 
THOUSAND CIRCULATION cx 


Advertisers desiring to reach every section of the United States, without 
investing a very large amount of money, will find the following a good list of 


papers : 








Montgomery Ala. Advertiser . Weekly 
Phoenix Ariz. Herald Weekly 
Little Rock Ark. Gazette Weekly 
San Francisco Cal. Examiner Weekly 
Denver Colo. Times Weekly 
Hartford Conn. Times Weekly 
Wilmington Del. Gazette and State Journal Weekly 
Washington D. C. Post Weekly 
Jacksonville Fla. Times-Union Weekly 
Atlanta a. Constitution Weekl 
Boise City Idaho Statesman Semi-Weekly 
Chicago Ill. Inter-Ocean Weekly 
Indianapolis Ind. Sentinel Weekly 
Des Moines Iowa Register Weekl 
Topeka Kan. Capital Semi-Weekly 
Louisville Ky. Courier-Journal Weekly 
New Orleans _ La. Times-Democrat Weekly 
Lewiston Me. Journal Weekly ? 
Baltimore Md. American Weekly 
Springfield Mass. New England Homestead Weekly 
Detroit Mich. Free Press Weekly 
St. Paul Minn. Pioneer Press Weekly 
ackson Miss. Clarion-Ledger Weekly 
t. Louis Mo. Republic Weekly 
Helena Mont. Herald Weekly 
Omaha Neb. Bee Weekly 
Reno Nev. Gazette Weekly 
Concord N. H. Statesman Weekly 
Newark B. J. Sunday Call Weekly 
New York N. Y. World Weekly 
Raleigh N.C. Caucasian Weekly 
Fargo N. D. Forum Weekly 
Cincinnati Ohio Enquirer Weekly 
Guthrie Oklahoma State Capital Weekly 
Portland Ore. Oregonian Weekly 
Philadelphia Pa. Press Weekly 
Providence | es pag Weekly 
Charleston S. C. ews and Courier Weekly 
Huron S. D. Huronite Weekly 
Memphis Tenn. Commercial Appeal Weekly 
Galveston Texas News Weekly 
Salt Lake City Utah Tribune Semi-Weekly 
Burlington Vt. Free Press Weekly 
Richmond Va. Dispatch Weekly 
Seattle Wash. Post Intelligencer Weekly 
Wheeling W. Va. Register Weekly 
Milwaukee* Wis. Wisconsin Weekly 
Cheyenne Wyo. Sun-Leader Weekly 











One Inch, one time, in above 48 papers, costs $141.93. 


A DEFINITE OFFER—For $140, net cash, we will insert a one-inch adver- 
tisement once in all of the above 48 papers, and give one insertion, without 
further charge, of the same advertisement in 175 country weeklies. 

If the advertisement is already appearing in any of the above named pub- 
lications we will substitute others of similar circulation and value. 


THE GEO. P. ROWELL ADVERTISING CO., 
10 Spruce Street, New York, 





